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108 Tv PioneefSf 
•'then-and-now" 



IN MUSICAL COMEDY 

" OKLAHOMA" 

IS THE CHOICE 
OF OKLAHOMA 



IN TELEVISION 

KWTV 

* IS THE CHOICE 
OF OKLAHOMA CITY 




KWTV WOMEN'S EDITOR 
BROOKE lORING 



BROOKE LORING, KWTV Women's Editor, 
is a rare combination of a tremendous pro- 
fessional background mixed with an out- 
standing ability as a homemaker. She has a 
working grasp of all phases of homemaking 
and women's activities. She has attended 
Julliard School of Music, American Academy 
of Dramatic Art, USC and UCLA. Her experi- 
ence includes appearances with the Los 
Angeles Civic Light Opera, CBS and NBC in 
Hollywood, and work with the Los Angeles 
Guild Opera. At KWTV she does" the 
"Brooke Loring at Home" show — another 
example of showmanship that's helped moke 
KWTV-9 the choice of Oklahoma City! 

EDGAR T. BEU, Executive Vice-PreildenI 
FRED I. VANCE, Solei Monoger 

KWTV goei lo 316.000 v.olli ERP with o li72-fool lower In loier tummtr 195^. 





Ratings while 
show h on air 



Major car firms 
boost air budgets 



Hot issues up 
for NARTB 



Execs debate 
'huckster" case 



Ratings while tv show is still on air: This becomes reality with 
electronic device Pulse unveils soon. Pulse calls system DAX (data 
accurately cross-checked). It would be set up in New York first with 
400-set sample. Pulse has equipment perfected, will install devices 
in sets if industry steps forward to pay for it. Phone lines connect 
sets to electronic calculator. Dr. Sydney Roslow, Pulse president, 
says device won't supplant personal-interview technique of Tele-Pulse 
because it can't yield data on who listens. 

-SR- 

What ' s happening in Detroit may make advertising history. Big auto 
companies making (and selling) fewer cars. (Last week in April car & 
truck production was 156,754, against 194,610 year ago.) Yet despite 
fewer sales, lower profits (Chrysler's first quarter earnings dropped 
68%) , adver tising budgets are being increased. Tv, radio now being 
used by every major car maker. Tv network budgets up about 67% for 
auto industry as whole this year; radio up more than 77%. Taking cue 
from Detroit, thousands of independent dealers throughout coiantry 
turning to air media — many for first time. Full story NEXT issue. 

-SR- 

Hottest topics for NARTB Convention's corridor clinics? SPONSOR 
survey of leading 250 stations shows following will be discussed in 
and out of Palmer House sessions in Chicago 23-27 May: (1) Whither 
uhf? (2) network spot carriers; (3) Television Advertising Bureau; 
(4) a "federated" NARTB; (5) color tv ; (6) fm radio; (7) film syndi- 
cation. For explanation, see "NARTB convention preview," page 41. 

-SR- 

There may be some "hucksters" (purveyors of misleading advertising) 
in AAAA, but what group is entirely free of "quacks" and "shysters" 
and how would you actually enforce ethical practices? That seems to 
be consensus of BBDO President Ben Duffy, 4A's Chairman William Baker 
Jr. (of B&B) , Victor Ancona, American Machine & Foundry ad manager 
who represented advertiser's view. Trio commented on Fairfax Cone's 
statement before recent 4A's convention that "huck ste rs" sh ould be 
th rown ou t of association. (For full comments, see page 86). 




108 tv piouoer sttUious houoved 

Curtain-raiser at the NARTB Convention will be the first tv pio- 
neer dinner at which about 175 pre-freeze station owners and man- 
agers, top net execs, presidents of national representative firms, 
FCC commissioners and industry association leaders will be pres- 
ent. Commemorative plaques will be awarded to the 108 pioneer tv 
stations. Host at the dinner and donor of the commemorative 
plaques is SPONSOR. Harold Hough, general manager of WBAP-TV, 
Fort Worth, veteran broadcaster whose homespun philosophy has 
entertained many an industry gathering, is toastmaster. Earle 
Ludgin, outgoing national chairman of the 4A ' s , and president of 
Earle Ludgin Co. since 1927, will be the guest speaker. 
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6BD0 opens doors 
to SPONSOR 



Macy's pleased 
with radio test 



Radio soapers 
1 '3 cost of tv 



Sponsors step up 
use of air media 



Miller named by 
TVAB as aide 



2 unusual air 
case histories 



I 



Btitten, Barton, Durstine & Osborn billed $137.5 billion last year, 
$35 million in tv, $14.5 million in radio. It leads not only in air 
billings, but its people fee l it is tops in U.S. billings too. In any 
case, its operation is unlike that of any other agency in business. 
To find out why BBDO is both big c-nd different, SPONSOR sent Al Jaffe 
to spend week there. Part I of his "inside" story starts page 4-6. 

-SR- 

BAB sold Macy's, world's largest department store, on using "heaviest 
concentrated radio campaign in history of retail advertising" to pro- 
mote major spring event, "Largest Sale on Earth." Store used 642 
announcements on 7 New York stations week of 22-27 March. Estimated 
27 million family impressions were made at cost of 500 per 1,000. 
SPONSOR estimates Macy's s p ent S25, 000-$30, 000. Results, accordiriig 
to Macy executives: "Highly satisfactory." 

_SR- 

Costs of 11 tv Soap operas (15 minutes across-the-board) currently 
running range from $8,500 to $10,000 weekly for talent and production 
alone. Average radio soaper runs to $2,850 weekly. P&G s ponsors 4 
tv soapers,. 11 on radio to lead pa :!k. These data from SPONSOR'S 
Comparagraphs . For Radio Comparagraph ^ see page 111. 

-SR- 

66 advertisers spending $178,000,0 30 a year answered SPONSOR'S 2 
questionnaires on business and media trends. Of these, 47 spend 
$45,000,000 on radio and/or tv. Significantly t he more air t hey u se 
the more en t husiastic they see m to be about b ot h media ^ For example, 
Nabisco's George Oliva says he's stepping up his multi-million-dollar 
budget by 20% this year — but the increase for air alone is 60%. For 
other views on "Do radio & tv move goods?" see page 56. 

-SR- 

At SPONSOR presstime newly formed Television Advertising Bureau named 
Neville Miller, former NARTB president, onetime Louisville mayor, as 
TVAB's special legal consultant. Miller, senior partner in Washington 
law firm of Miller & Schroeder, is communications law specialist. 
Richa rd A. M o ore, TVAB chairman, s ays memb ershi p now totals 59« Fo^r 
more discussion of TVAB, see NARTB Convention story page 41. 

-SR- 

Metropolitan Life, world's biggest insurance house, spends $1.5 mil- 
lion of $3.2 million budget on radio, s ell s no insurance via air 
( only health ) . Good Humor, ice-criam firm, spends 100% of its $225,- 
000 budget on 8-week saturation campaign in 8 major markets. Break- 
down is 60% tv, 40% radio. For derails of these 2 unusual air opera- 
tions, see page 52 for Metropolitan, page 44 for Good Humor. 
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SPONSOR 

ContiPcnttl Oil Co, 

Pon:j City. Oklj 
Thorn's ]. Lipton, 

Hobokcn 
Thomis I Lipton. 

Hobokcn 
Thomas ). Lipton, 

Hobokcn 
Thomas ). Lipton, 

Hobokcn 

John Morrcll & Co, 
Ottumwa, Iowa 



PRODUCT 



AGENCY 



STATIONS-MARKET 



Conoco gas and oil 

Lipton's Frostcc 
efcsscrt 

Lipton's Frostcc 
dessert 

Lipton's iced tea 

Lipton's iced tea 



Benton & Bowles, NY 
Y&R, NY 
Y&R, NY 
Y&R, NY 
Y&R, NY 



Red Heart Dog Food N W Ayer, NY 



55 Conoco radio mkts 
150 radio mkts thru country 
•15 tv mkts thru country 
100 radio mkts th-u country 
50 tv mkts th-u country 

150 tv mkts thru country 



CAMPAIGN, start, duratior» 

Radio: min anncts, 7:00-8:00 a.m. 40 

to 60 f-er stn weekly; 7 June; 2 wks 
Radio: dayri min anncts; 7 June; 6 wks 

Tv dayti min anncts in mkts with mo-e 
(han lOCOCO sets; 7 June; 6 wks 

Radio: min anncts: 1 June in Deep Souths 
15 June elsewhere; 6 wks 

Tv: dayti min, nightti 20-scc anncts; 1, 
June in Deep South, 15 June else- 
where; 6 wks 

Tv: min. chnbrks for kid audience; % 
July; 2-3 wks 
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SPONSOR 




RELIGION 




I WG AL-TV 

I NBC • CBS • ABC " ftuMont 



FARM SERVICE 



LANCASTER, PA. 

Steinman Station 
Clair McCollough, Presidenf 





SAFETY 



LIBRARY 



P I © d Qj © d 1*0 S © I* V I C © — active, responsive participation in all worth- 

Avhile public service projects is an outstanding principle of the WGAL-TV 
operation. The eight Channel 8 programs shown on this page are only a 
small part of the continuing series of programs and projects designed to en- 
lighten, strengthen and support the best interests of the many people living 
in the WGAL-TV, Channel 8, extensive service area. 



Represented by 

MEEKER TV, Inc. 



New York 
Chicago 



Los Angeles 
San Francisco 



T7 MAY 1954 



the magazine radio and U 





advertisers use 




Volgme 8 Ngmbcr 1 
17 May 1954 



ARTICLES 



DEPARTMENTS 



I'rvvirw ol" thv V lICTJt CoiircMilioii 

SPONSOR presents rundown of hot convention topics, gives results of station 
survey which dslced what stations would like to see convention do. Among 
suggestions: separate r^dlo and tv sessions Instead of lumping both together 

Il7ii/ (itnnl llumov nsvs I'tnlhi and tv 

Ice-cream firm spends all of its $225,000 budget on a seasonal air saturation 
campaign in eight majsr markets. Musical jingles on radio and animated car- 
toons on tv run for eight weeks starting mid-May 

/t wOi'L' at IS into 

For a week a SPONSOR ed'tor listened to heartbeat of the top agency In 
radio and tv billlnris. How does it generate ideas, create commercials, dele- 
gate responsibility? Here is behind-the-scenes story 

What i/oii should /ciioic about taasivul llhravies 

Music library shows play larger role in national advertising than many admen 
think. Here is how they directly concern the radio client 

}leiropolltait'.s radio rosttlts come iii li)7 l 

Since the aim of this insurance firm's big radio spot and network campaign is 
longer life for policyholders (via health-promoting booklets), results are long- 
range rather than immediate. Company's '54 radio budget: $1.5 million 

Can i/oii ii.sc these SPO\SOU i-epviuts? 

"Can I get reprints?" Is a question frequently asked with regard to SPONSOR 
stories. Here Is rundown on what SPONSOR articles and other special material 
have been made Into reprints or booklets, and how much they cost 

flo radio and tv iiiorr (/ood.v? 

Part 23 of sponsor's All Msdia Evaluation Study chronicles sponsors' ac- 
counts of what air media they are using to sell their products and the broad- 
cast techniques they employ to get results 

I Oit Tv I'ioneers: "theu-aud-uow" chart of tiroicth 

Here is a useful chart compiled from data collected for the recent pioneer 
stations section. Chart traces sets-in-market, rates, billings, other basic sta- 
tistics, from early days to present 



COMING 



Tea CouncM bets a iiiiffioii dollars ou tv 

For the past two years the Tea Council has been devoting virtually all of its 
over-$l million ad budget to spot tv wit'n an eye to boosfipg tea consumption. 
Has it paid off? SPONSOR looks Into the results 

\% ho are the radio and tv "hucksters?" 

Biggest controversy In the ANA and 4A's today is what to do with "hucksters" 
and "weasels." Who are ihey? What can agencies, advertisers, media do? 
How are they harming radio and tv? SPONSOR Is rounding up data, opinions 

Whtit aiicucfjmcu want to liuow about colttr tv 

Leading admen have posed questions they consider Important on color tv to 
the broadcasters. CBS' Stanton and Van Volkenburg, NBC's Weaver and 
RCA's Joe Elliott step forward and supply answers 
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TIMEBUYERS 
NEW & RENEW 
AGENCY AD LIBS 
49TH & MADISON 
P. S. 

MR. SPONSOR, Edwin Ebel 
NEW TV STATIONS 
TOP 20 TV SHOWS 
TV RESULTS 

AGENCY PROFILE, A. W, Reibling 

SPONSOR ASKS 

ROUND-UP 

RADIO COMPARAGRAPH 
NEWSMAKERS 
SPONSOR SPEAKS 
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Photographer: Lester Cole 

Vice President and Advertising Director: 
ert p. Mende son 

Advertising Department: Edwin D. Co< 
(Western Manager), Wallace EngelK 
(Midwest Manager). Homer Griffith (S* 
west Manager). Charles Farrar (Soutif 
Manager), John A. Kovchok (Produ 
Manager), Ted Pyrch, Ed Higgins, Ss 
Slonsky 

Vice President-Business Mgr.: Bernard P 
Circulation Department: E^e'vn Sat7 
scriptlon Manager), Emily Cutlllo, Mori 
Kahn, Kathleen Mu'phy 

Secretary to Publisher: Augusfa Shearma! 
Office Manager: Olive Sherban 



i'ublfshcd blKtckljr by SPONSOR PUBLICATIONS 
roDiblned »Hh IV. E«ruilvf. Editorial. ClrcuUt!?* 
AJvcrtltlnc Offlcri: 49th & Midlion (40 E. 4Stli 
New Tork 17. N. T. Tflfphone: Mlrriy Hill I 
ChlpiBO Offlffi 161 E. Gr»nd Art. Phonf STl 
7-9863. I»llis Office: Intrrurbin Bulldlne. ISOO J 
St. Phone; Rindolph 7381. Weit Co«st Office: 6«Sf 
let Boulevird. I»s Ancelei Telephone: Hollywood 4 
AlUnti OlSce; 57 Forsyth St, Telephone: Cypreii 1 
rrlnilnc OlDre 3110 Elm Ave.. Biltlmore 11. Mc> 
scriptloni: United Stttes 5S • yeir. Ctntdt in i fat 
19. .'InKle copies 50c. Primed In I'. S. A. Add«» 
rorreipondenr* to 40 E. 49lh .Vew Tork 17. S 

Ml'my mil 8-2772 Copyrislil 1954. SPONSOR f 
LIGATIONS INC 



1 



THS 



HELPS 



ARKANSAS 
FARM BUREAU 

TO GROW 

UGROW! 



Juiie 2, 1953, the Arkansas Farm Bu- 
reau Federation and its affiliated service agen- 
cies started sponsoring- the first radio adver- 
tising campaign in its history, aimed pri- 
marilj' at securing ne-\v members. 

Station KTHS was selected. Each morning 
at 6 :0.5 a.m., onr Farm Service Director, ]\Iar- 
vin Vines, brings reliable market and weather 
reports to thousands of farm families in every 
one of Arkansas" 75 counties. 

Now notice how Farm Bureau membership 
grew in 1953. with just six months of KTHS 
sjjonsorship : 





Marvin Vines, KTHS Farm Service Director, Interviews 
John Scott, State FFA winner in 1953 Dairy Efficiency Contest. 



1951 — 


49,019 




1952 — 


50,016 — Growth, 


1.9% 


1953 — 


55,718 — Growth, 


10.2% 



In coinraeudiug KTHS for its part in the Bu- 
reau's growth, ]\Ir. Waldo Frazier, Executive 
Secretary of the Federation, writes : 

"We feel that this and other services of your Farm Serv- 
ice Department are making great contributions to the 
progress of agriculture in the whole State," 

Tlia)d«. 'Mr. Frazier. AVe k}i( ir it would be 
this way, when our 5().0()0-\vatt. CP>S power- 
h(mse was "turned loose'" to do a .job for you. 



50,000 Watts . . , CBS Radio 



^ Repres&nied b"y The Branham Co* 

tTniJer Same Management as KWKH, Shreveporl 

Henry Clay, Executive Vice President 
B* G. Robertson/ General Manager 



KTHS 

BROADCASTING FROM 
LITTLE ROCK, ARKANSAS 




sponsors jump at the chance to get Skell 




RADIO STATIONS ARE MAKIN 
WITH THE RED SKELTON S 



PHILADELPHIA, PA.^ SAYS: 

"One of the prices of leodership is the 
ever present challenge to keep your pro- 
gramming "i*al, 'Ively ond fresh enough 
to stoy on top. We hove hod very good 
success, rating wise, with Ziv shows, ond 
we think that the Red Skelton Show will 
do o job foi us right now." 



INDIANAPOLIS, IND.,SAYS: 

"Red Skelton Show sold os o spot cor- 
rier to: Sniders Studeboker Agency, Cos- 
sidy Home Insulation; Little Dovids; Rich- 
ord E. Doniels Insurance Agency; Pilgrim 
Loundry; Ozmon Hotpoint Deolers; ond 
Downtown Hotpoint Deoler. Could hove 
sold the entire show to Hotpoint Dealers." 



DETROIT, MICH., SAYS: 

"Three half-hours of the Red Skelton 
Show sold to the Fronkenmuth Brewery." 



WVLK, 



LEXINGTON, KY., SAYS: 

"Red Skelton Show sold in holf-hour seg- 
ments to; De Boor Loundry; Lowenthol 
Furriers; Mayflower Moving & Storoge; 
Von Doron Hardwore Co. (Appliances!; 
Emmert Pocking Compony of Louisville 
(Sousoge Mokers! The Red Gold Con- 
ning Co of Louisville olso wonted in the 
show but arrived too lote." 



KSWO, 
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LAWTON, O.St 

"All 5 holf-hours of the Rt 
Show sold to;: Popular Furni 
pony; Appell's Jewelers; The 
tionol Bonk; Kennedy & Com 
Fred Horris Applionce. It toe 
utes with eoch to sell." 



KPRC 



WHEC, 



HOUSTON, TEXAS, SAYS: 



"Three holf-hours of the Red Skelton 
Show sold to the Lewis ond Coker Super 
Markets." 



ROCHESTER, N 

"Rochester Gos & Electric Ci 
ing Red Skelton 5, doys per 
weeks firm." 




WMIE, 



WTAR, 



MIAMI, FLA., SAYS: 



"Radio Stotion WMIE is very happy to 
schedule the Red Skelton program on o 
five time per week basis for Jock's 
Cookie Compony." 



NORFOLK, VA 

"Red Skelton Show sold to a 
sponsors: Certified TV Soles^ 
reau Mutuol Insuronce; Servi 
(Mobilgas distributork Hoppy 
thot it took only 8 presentotic 
three-fourths of the progrorn,." 



RE LOADED WITH ENTHUSIASTIC REPORTS LIKE THESE FROM MORE STATIONS 
THAN CARRIED SKELTON ON THE NETWORK. 



HURRY! 



6ET IN THE M0NEY-MIAKIN6 SKEk 



T 

I 



STATIONS, SPONSORS, 

AGENaES 

all tell 
the same 
happy 
story. . 
KELTON 
SELLS 
LIKE MAD ! 




SAVB 
20% 



UP TO 



BUY THE JOHN POOLE 
BIG IMPACT STATIONS 

New Group Discounts 
are now in effect 

In Cenfral California 



KBID-TV 



FRESNO 

Channel 53 



POWER-BACKED 470,000 WATTS 
COVERAGE OF THE WHOLE 
CENTRAL SAN JOAQUIN VALLEY 



KBIF 



The Valley 
Music Sfafion 



900 KC • 1,00 0 WATTS 
11)7 "N" STREET, FRESNO 



In Souihern California 



KBIG 



The Caialina 
Station 



740 KC P 10,000 WATTS 

The Giant Economy Package 
of Southern California Radio 

Your Advertising Dollar 
Buys More when you buy 
the "B I" Stations 

Save up to 20% with 
combination discounts 

For details ask any 
John Poole station salesman 
or Robert Meeker Man 

JOHN POOLE 

BROADCASIING CO. 

KBID-TV ^ KBIF • KBIG 

6540 Sunset Boulevard 
Hollywood 28, California » HOIIywood 3-3205 






Charli's J. 7.t'l!vr. i./a, Guenther-lirailjord 
& Co., Chicago, tells M'OS-ok ifial the (Jiicago 
Television Council is working on stundurdization of 
station practices in that market. "Our attempt" 
says he, as rhoirmnn oj the (loaned committee in 
charge of this effort, "embraces such subjects as 
placement oj station logos, types and sizes oj slides, 
standardization oj rate cards." He explains that the 
(Chicago effort to help timebuyers has set a precedent 
lor a nationwide "Agency I'oll for Standardization" 
to case the load oj paperwork lacing timvbiwers. 



.loliii J. S\sl{ Jr.. Al I'attl Lejton, \ ew York, 
considers early-morning radio a goad buy for 
several reasons. "Ao/ only do we reach a maximum 
mixed adnit audience early mornings," he explains, 
"bill also, oulojhome listening, porliciilarly in 
cars, is heavy at this time." lie adds that early- 
mnrning radio gives an advertiser a psychological 
advantage since he can urge the listener to go out 
and buy his product that same day. Further he's 
reaching an audience that is still fresh and has 
not been subjected to numerous outside injhienieSi 



Orrin diri.sli/. media director, Morse Inter- 
national, .\ew York, likes daytime tv for jamily-use 
products that are generally bought Lv housewives. 
"There's one main question that adicrtisers usually 
ask about daytime lv." Orrin continued. "That 
is, how much distracted liewing is there during the 
day when women are busy with housework/' If e 
haven't conducted any direct consumer tests \et. 
Still, our jeeling is that daytime tv serials 
with strong personalities or persona/il) shows 
get good concentrated attention.'' 



I-Huitu' Schavliuo. Emil Mogul. .\ew ) ork. 
says that she belieies, as the agency does, in satura- 
tion radio buys. "That is. we like to buy at least 
20 announcements weekly for a client, because we 
jcel that radio can then do its most effective job, " 
she told -i'fiN^OH. "Another hasii belief here is 
that often a 32-week advertising effort with seasonal 
freijueucy cycles jolloicing advertisers' sales curves 
brings best results. For Manischewilz K ines. for 
exaniple, we ao heavy before (hristinas and Faster 
but in must markets we stay on the air all \ear " 
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SPONSOR 



J 




FRIENDS 

are the biggest asset 
of this county hank 




folks who bought their first home through 
Monroe County Savings Bank's friendly services have beaten 
a path to the bank for more than a century. WHAM con- 
tinues to spread the message throughout the area that this 
is the bank where a spirit prevails as friendly as a hand clasp. 

The bank's many services are spearheaded by the theme, 
"purposeful saving," to reach the mass of people in Western 
New York on the hometown station. This homespun down- 
to-earth atmosphere pays off in humanizing the bank's 
business to its customers and contributes to its steady growth. 

In good times or recessions, peace or war times, Monroe 
has never missed paying dividends to its 
depositors for more than 100 years. 



LKT 




AM 


RADIO SlULL FOR YOU 


The STROMBERG-CARLSON Station, Rochester, N. Y. Basic NBC • 50,000 watts^- clear channel « 1180 kc 

GEORGE P. HOLLINGBERY COMPANY, NationgI Representative 



17 MAT 1954 
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i . » would he appropriate symbol to dramatize 
Greater Cleveland's hoiianza-Iike boom in 
Inisiness activity. 

And with good reason. Monthly car loadings (that 
vital index of a market's industrial health) are 
today peaking 80,000— with Cleveland-made 
products worth multi-millions moving out to all 
parts of the world. In return, Clevelanders are 
taking home attractively bulging j)ay envelopes. 

For Cleveland is geared to America's Industrial 
might and WXEL, the action TV station, is geared 
to Cleveland. 

There's a special vitality behind WXEL's program- 
ming, zip and appeal that is building an always-bigger 
audience among Greater Cleveland's TV families. 
For a solid gold Midas touch, let WXEL tell them 
about what you have for sale. It pays off (as 
other advertisers are discovering) in carload lots. 

Ask the Katz agency for details. 




Coutttsj ol Assocwiion 0/ American Railroads 
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SPONSOR 



New and. renew 



i 




11 VJ/ 
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IVe<c ott Television IVetworks 

I AGENCY 



SPONSOR 



Ammens Medicated Powder 

(Bristol-Myers), NY 
Best Foods, NY 

Heienc Curtis Ind, Chi 
Diamond Crystal Salt, St 

Clair, Mich | 
Int'l Harvester, Chi 

P. Lorillard (Old Colds), 
NY 

Pacl<ard Dealers, Detr 
Paper-Mate Pen Co, 

Culver City, Cal 
Quaker Oats Co, Chi 
Toni Co, Chi 
Wynn Oil Co, Azusa, Cal 



Doherty, Clifford, Steers 

& Shenfield, NY 
Dancer-Fitzgerald -Sample, 

NY 

Earle Ludgin, Chi 
Benton & Bowles, NY 

Leo Burnett, Chi 

Lennen & Newell, NY 

Maxon, Detr 

Foote, Cone & Belding, LA 

Bryan Houston, NY 
Tatham-Laird, Chi 
BBDO, LA 



STATIONS 


CBS 


TV 


65 


CBS 


TV 




NBC 
NBC 


TV 
TV 


65 
49 


CBS 


TV 


40 


NBC 


TV 


96 


ABC 
ABC 


TV 
TV 


38 
68 


ABC 
NBC 
NBC 


TV 
TV 
TV 


56 

125 

49 



PROGRAM, time, start, duration 



Carry Moore; T 2-2:15 pm; 4 May; no. wks not 
available 

Robert Q. Lewis Show; W 4:45-5 pm; 5 May; 

no. wks not available 
Top Plays of 1954; T 9:30-10 pm; 1 June; 13 wks 
Today; M-F 7-9 am; 12 parfic; 6 May; 8 wks 

Morning Show; W, F 7:50-55 am; 15 May; no. 

wks not available 
Truth or Consequences; T 10-10:30 pm; 18 May; 

new show in slot 
Martha Wright; Sun 9:15-30 pm; 18 Apr; 52 wks 
Stu Erwin Show; alt F 7:30-8 pm; 14 May; 22 wks 

Breakfast Club; T, Th 8:45-9 am; 1 June; 52 wks 
Tony Martin Show; M 7:30-45 pm; 26 Apr; 52 wks 
Today; M-F 7-9 am; 52 partic; 1 June; 52 wks 




2. 



Renewed on Television Bietworks 



3. 



SPONSOR 



American Home Prods, NY 
Coca-Cola Co, NY 

Colgate-Palmolive, Jersey 

City, N) 
Gillette Safety Razor, Bost 
Hotpoint Co, Chi 



AGENCY 



Blow, NY 
D'Arcy, NY 

Ted Bates, NY 

Maxon, Detr 
Maxon, Chi 



STATIONS 



PROGRAM, time, starf, duration 



CBS TV 54 Love of Life; M-F 12:15-30 pm; 3 May; 52 wks 

NBC TV 101 Coke Time with Eddie Fisher; W, F 7:30-45 pm; 

28 Apr; 9 wks; also 25 Aug for '54-'55 season 
NBC TV 116 : Colgate Comedy Hour; 3 of 4 Sun 8-9 pm; 19 

Sep; 39 wks 

CBS TV 100 1 Preakness; Sat 5:30-6 pm; 22 May only 
ABC TV 67 I Adventures of Ozzie & Harriet; alt F 8-8:30 pm; 
2 July; 52 wks 



(See page 2 for hiew National Spot Radio and Tv Business) 



Advertising Agency Personnel Changes 

NAME FORMER AFFILIATION 



Robert S. Aitchison 
Arthur Booth 
Mel L, Brink 

Barbara Brooks 

Eileen Cummings 
Harold F. Davis 
Wm. M. Englehaupt 
Franklin S. Forsberg 
|ohn J. Hanselman 
W. J. Haughey 
Edward D. Kahn 
Michael M. Karlan 
Peter Arnold Krug 

Jos. H. Langhammer 
Si Lewis 

Sydney Loewenberg 
James L. Lothian 
Hal Mathews 
George P. MacGregor 
James W. McCandless 
Harry Wayne McMahan 

Robert J. Noel 

Timothy J. O'Leary 

Edgar E. Peck 

Dan Potter 

John Rigor 

Arthur R. Ross 

Harold Sieber 

Earl M. Willhite 

Dr. Joseph W. Wulfeck 



Saunders, Shrout & Assoc, Chi, vp 

Sterling Adv, NY, exec vp 

M. B. C. Adv, Kans City, partner 

Bermingham, Castleman & Pierce, NY, coord 

bdcst activities 
Danccr-Fitzgerald-Sample, NY, timebuyer 
Ward Wheelock, Phila, acct exec 
Helene Curtis Ind, Chi, div sis mgr 
Forsberg & Church, NY, mgmt cons 
Hanselman & Clenaghen, Portland, partner 
Ingalls-Miniter, Boston, vp 
Victor A. Bennett, NY, exec 
Joseph Katz Co, NY, prod mgr 
Hicks & Greist, NY, hd radio-tv dcpt 

Head own agency, Omaha 

WPIX, NY, acct exec 

Joseph Katz, Bait, acct exec 

Erwin, Wasey, LA, copywriter 

N. W. Aycr, NY, tv prodr-dir 

Kenyon & Eckhardt, NY, vp, supvr fd accts 

Ayer, Detr, dir Plymouth news bur 

Five-Star Prodns, Kywd, pres 

Campbell-Mithun, Chi, radio-tv dir 

William Esty, NY, radio-tv timebuyer 

Look Mag, NY, circ prom mgr 

Benton & Bowles, NY, vp media P&G acct 

Fuller & Smith & Ross, NY, acct exec 

W. B. Doner, Detr, radio-tv creative stf 

Kenyon & Eckhardt, NY, print buyer 

KMO-TV, Tacoma, Wash, gen sis mgr 

Tufts College, Mcdford, Mass, asst prof of psychol 



NEW AFFILIATION 



Fensholt Adv, Chi, vp 
Same, dir plans bd 

Warner, Schulenbcrg, Todd & Assoc, St Louis, acct 

exec, memb plans bd 
Whitebrook Co, NY, space & timebuyer 

Hicks & Greist, NY, timebuyer 

SSCB, NY, acct exec 

Earle Ludgin, Chi, mdsg dir 

Sterling Adv, NY, vp, gen mgr 

Blitz Adv, Portland, Ore, assoc 

Same, vp, gen mgr 

Same, vp 

Whitebrook Co, NY, gen mgr 

Calkins & Holden, Carlock, McClinton & Smith, 

NY, dir radio & tv 
Ralph Sharp Adv, Detr, vp 
Product Serv Adv, NY, hd radio-tv dept 
Same, vp chg NY office 
Mogge-Privet, LA, vp & copy chief 
Y&R. NY, tv comml dept 
Biow, NY, vp, supvr Philip Morris acct 
Grant Adv, Detr, dir pub rels 
McCann-Erickson, NY, vp, memb copy plans bd 

chg radio-tv commis 
Needham, Louis & Brorby, Chi, creative stf, tv- 

radio dept 

Calkins & Holden, Carlock, McClinton & Smith, 

NY, radio-tv timebuyer 
Grey Adv, NY, acct exec 
William Esty, NY, tv dept 
Grey Adv, NY, acct exec 
Campbell-Ewald, Detr, radio-tv creative stf 
Same, media coord 
Hunter Adv, Hywd, partner 
Reingold Co, Boston, consulting dir of research 



► 



In next issue: New and Renetced on Radio Nettcorks, Na- 
tional Broadcast Sales Executives, New Agency Appointments 





Numbers after names 
refer to New and Re- 
new category 

Peler A. Krug (3) 

Mel L. Brink (3) 

Edward D. Kahn (3) 

Robert J. Noel (3) 

Si Lewis (3) 
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4. 



Sponsor Pvrsonucl Clutttycs 



NAME 


FORMER AFFILIATION 








NEW AFFILIATION 


Cory 0. Clark Jr 


Carnation Co, LA 






Same. 


adv mgr cereals proems 


Stanley C. Fisher 


Landers, Frary & Claik. New Britain, 


Conn, 


sis 


Same, 


vp 


itiKr elec hswares div 










John S. Frictsch 


Phiico Corp, Cinci distr rep for appliances 




Same, 


adv mgr radio diV 


R.iymond B. George 


Phiico Corp, Phila, vp mdsg 






Same, 


dir adv all consumer prod divs 


William C. Cray 


Carnation Co, LA, asst adv mgr Albers 


Milling 


Same, 


adv mgr Friskies Dog Food 


tubsid 










George Hennessey 


Storecast Corp, NY, exec vp 






L. 


Adelman Assoc, Bronxvilie, NY, pa 


Ralph R. Jugo 


Landers, Frary Cr Clark, New Britain, 


Conn, 


sis 


Same, 




mgr chg South Amer export bus 








Shenandoah, la (home oWl, ass,t to ; 


Leo L. Lindamood 


Tidy House Prods, distr sis mgr Indpis 






Same, 


Lee Moss 


Landers, Frary Cr Clark, New Britain, 
mgr v,icuum cleaner div 


Conn, 


sis 


Same, 


vp 


Bernard C. Swis Jr 


Tidy House Prods, territory sismn, Cinci 






Same, 


distr sis mgr, hq Cinci 



5 



Station Chanqes f re)i.v, networh affiliation^ potcer increases) 



CHEX-TV, Peterborough, 0,it, new rep All-Canada Tv 
CKDA, Victoria, BC, freq change from 1340 to 1280 kc; 

power incr from 250 watts to 5000 watts 
KCRI-TV, Cedar Rapids, la, new nati rep, Venard, Rintoul 

Cr McConnell 
KDEF, Albuquerque, NM, new natI rep, McCillvra 
KIMN, Denver, natI sis rep, Avery Knodel 
KOLN-TV, Lincoln, Neb, to be primary intereon affil CBS 

eff I June 

KPIX, SF, purch by Westinghouse Elec Corp 

KTTV, LA, power incr from 31 kw to 110 kw visual, from 

15 kw to 68 kw aural 
WABT, WAPI, WAFM, Birmingham, Ala, to be NBC affils eff 

luly; prev CBS affils 

WAIM, WAIM-TV, Anderson, SC. new natI rep, Headley-Reed 

WBKB, Chi, visual power incr from 114 kw to 200 kw eff 
20 May 

WBTW (TV), Florence, SC, to be orimary mtercon affil CBS 
TV eff I Aug 

WFMY-TV, Greensboro, NC, power incr to 100 kw visual eff 



Sept, coupled with completion of new enlarged bid 
WGRB (TV), Buffalo, new natI reo, Headley-Reed; basi 
NBC TV 

WCKV, Charleston. W Vs. ourch by Huntington bus 

including officers of WSAZ, Huntington, from 

Valley Bdcstg Co 
WHBQ. WHBQ-TV, Memphis, Tenn. purch by Gen Tel 

from Harding College, Searcy, Ark 
WHKC, Columbus, purch by Hulbert Taft jr. pres 

Cincinnati, from United Bdcstg Co. Cleve, for 5258 
WKNB-TV, Hartford. Conn, power incr from 20 kw 

kw visual ich 30) 
WLOS-TV, Ashevillc, NC, new natI rep. Venatd, Rint 

McConnell 

WLW-C, Columbus, switched from ch 3 to ch 4; powe 
from 26 kw to 100 kw visual, from 13 to 50 kw aur 

WNBK, Cleve. switched from ch 4 to ch 3; power ir 
100 kw visual 

WTVJ, Miami, now primary basic affil CBS TV 

WUSN. WUSN-TV, Charleston. SC. southeastern rep. 
S. Ayers. 812 Glenn BIdg. Atlanta. Ga. 



Ka 



6. 



JKew Firms, iVeie Offices, Changes of Adilress 



Bryan HouS'on Inc, NY, 
agency 



new name o* Sherman Cr Marquette 



NY, name changed to Bryan Ho 
new NY studios at 404 Fourth 



Dennison's Foods, Oakland, Cal, purch by Amer Home Foods 

NY 21, phone 



Roy S. Durstine, new address, 655 Madison Ave, 
TEmpleton 8-4600; prev 730 Fifth Ave 

KPOL, LA, new address, 4628 W/ilshire Blvd, LA 5, 
WEbster 8-2345; prev 5087 Huntington Drive, LA 



phone 



Sherman Cr Marquette, 

John Sutherland Prodns 
NY 

TVR Prodns, new tv o-odn co at 9929-A Young Drive, 
Allan A. Buckhantz, pres chg prodn, formerly dir K 
Hywd 

Venard, Rintoul Cr McConn<;ll, NY address. 444 Madison 
(radio-tv stn reps) 



\iirnbers after names 
refer to ,\ew and Re- 
new category 

;. /'. MarGregor (.ll 

larol<t F. Dai is *3) 

>. Aiivliisoii (.5) 

l.anjiliammvr (.i) 

. ^/((.andless (.^) 



'\al[ili /{. Jitpo 
. (). I-ish IT 

tcrnard C. Su is 
ro Lindamood 





SPONSOR 



' MOW ^ 

WHO-TW BRINGS 

WHO'S RADIO STANDARDS 
TO TiLEVISION! 



Now on the air with TOP SHOWMANSHIP - 

TOP PUBLIC SERVICE- 
TOP AUDIENCE REACTION! 

WHO has been preparing for WHO-TV for years ... as to facilities, 
personnel and talent programming. 

Operotion-wise/ our transmitter building, remodeled in 1948, was designed to 
include TV facilities. Our special vertical directionalized radio antenna, erected 
in 1951, was designed to carry all possible forms of high-gain TV antennas. 

Personnel-wise, over the years we have accumulated people talented in radio 
showmanship, as well as having intimate knowledge of stage lighting, acting, 
and all other components that are necessary for outstanding television 
production, too. 

Program-wise,our large talent staff has been signed with a special eye toward 
TV as well as radio. Like our Barn Dance, much of our radio programming has 
been planned with built-in video potentials. 

We are now on the air. WHO-TV pledges you that in television as in radio, 
the highest standards will be maintained, resulting in the same audience 
preference and advertising results for which WHO is known throughout the 
Middle West. 





CHANNEL 13 • NBC 

^ OES MOINES 

Cel. i. J. Palmor, Prosidont "L. 
P. A. L«y«t, Rosidont Managor 

FREE & PETERS, INC 
National Representatives 
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Once upon (i time, the world was a much smaller 
place. And uhenevcr someone had something to say, 
all he did was speak up. 

But soon people began to get out of earshot. 
And Communication became more and more difficult . 

Till one day one man sat down on liis stone, 
and chipped out something called writing. Then 
someone else passed along, decoded this sculptnre, 
and reading came into the world. Lo! The primitive 
one-step process of talking and listening had been 
replaced with something more com])lex. 

Bnt it wasn't replaced after all. For read as they 
will (or can) most people still find it easier to listen. 
And people who want to get a message across still 
find it easier, and more effective, to talk. s. 

Especially now that one medium of conununica- 
tion can carry a message to everyone: Radio. In 
115 million places. The easiest, yet most forceful 
means of selling everybody that's ever been devised. 

Radio is intimate, personal, persuasive. And 
when it's the voice of an old friend, people respect 
what they hear. 

Radio is rhythm, music, sound effects — all tlie 
things that are fun to hear over and over. Things 
that are hard to forget. 

Radio, in short, is sound. And being sound, radio 
moves one 

step 
at 

a 

time. As soon as the entertainment 
conies to a stop, the sales message imniediately begins. 
The message is hard to miss. And since radio moves 
one group of words at a time, the sales points can't 
be skipped over. 

Today, there s one place in radio where sound 
sells best, and that is CBS Radio. Presenting more 
of America's top programs . . . over more of the 
nation's best stations . . . CBS Radio is heard by 
bigger audiences than anywhere else in radio. 

And offering the lowest cost for every sales mes- 
sage delivered, it's CBS Radio where more of the 
top national advertisers are heard. So many, with so 
much to say, that CBS Radio leads all other networks 
in biUings for the fifth consecutive year. 




CBS Radio if here America M Listens Most 





''NO OTHER TOWER^ 
ANYWHERE!" 



WDAY-TV is the only TV station in Fargo, 
North Dakota's TOP market. 

In fact, in all the fahiiloiis Red River Valley, 
WDAY-TV is the only television station. 
(The nearest on-the-air station is more than 
200 miles away — the nearest grant for a 
stalioii-to-be is more than 50 miles away!) 



RED RIVER VALLEY 



r 




FARGO 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated With NBC e CBS • ABC • PUMONT 



~ FREE & PETERS, INC.. K.xclusirv National Representatives 



SPONSOR 



D© DUD yoar 0®w®[Pd □ □ 




balance 



WBk-^ - . — - , - — > - — --r , , m^i^ 



WTRF-TV'S WELL-BALANCED 
ASSETS, BIG MARKET-IMPACT 
IDEAL FOR ALL ADVERTISERS 



The story of WTRF-TV, Chaiinel 7, Wheeling, is, l)a«i- 
rally, the ?tor\ of a stationV phenomena} growth; one, a« 
an instrument of influence in its coverage area and second- 
ly, as an effective medium of sales and service to the 
advertiser. 

The term ■■well-balanced" looms large and vivid in this 
story. 

WTRF-TV started off with these enviable market ad- 
vantages: (1) a highly industrialized economy thai vas ex- 
ceptionally well-balanced and stable; (2 I a retail sales total 
of $1 .368.678.000 for its coverage average and I3j a 
metropolitan trading area that in terms of buying power 
ranked it among the first 48 such areas in the countrv. 

Using these market advantages as a foundation, WTRF- 
TV has. for a station but six months on the air, built an 
extraordinary record of achievement — plus a handsome 
opportunity for the advertiser. 

The two things that have contributed most to WTRF- 
1 \"s fast and decisive growth have been a well-balanced 
local programing structure and a conspicuously promotion- 
conscious management. The end results of WTRF-TV's 
local program creation have been (a) a tremendous impact 
on the viewing habits and good-will of the people in the 
area (b) very high ratings for local shows and (c) a su- 
perior level of set penetration. 

For tlie advertiser, the end result? of all this have been 
maximum penetration of his message and imposing sales. 
Read the next seven pages and vou ll asrree that \^TRF-TV 
is where the BALAN'CE i> in the ADVERTISER'S FAVOR. 



This presentation was researched on the seene and prepared 
in its entirety bv SlPONsOR PKESEXTATIOXS. IXC, under the 
supervision of Ben Uodcc, for WTKFTV, Wheeling, W. Va. 




kWatts Where the balance is in your favor... 

-5,^ MARKET "jjlf COVERAGE -j^fSERVICE 

WTRF-TV 

WHEELING. WESTVIRGINIA 



market 





World-famed dnnef>A3'e 
MARKER POTTERY CO. CHESTER, W. VA. 



,^ " >:t m rtern ealvan z en t^e vsorld 

WHEELING CORRUCATINC, MARTINS FERRY, C 



/ f 




WELL-BALANCED, STEADFAST ECONOn 

Though great steel fabricating center, market contains hundred 



Here are seven prime reasons why 
more and more national advertisers 
are including the market served hy 
WTKF-TV in their television cam- 
paigns : 

1. 1 he market represents a highly 
industrialized economy that's excep- 
tionally well-balanced and stable. 

2. Because of tire intense diversifi- 
cation of industry, the economy of 
the area is not subject to booms and 
depressions. 

.*{. Employment has steadily expanded 
in recpiil year> as a result of (a I the 
sharp grow th of the chemical industry 
in the area and (h) enormous capital 
investments made for plant moderni- 
zation and expansion. 
'I. The rate of employment and aver- 
age wage earning have held up remark- 
ably well throughout the area. 
.». 'The 1.244.000 people in the WTRF- 
TV area have SL368,678,000 a year 
to spend on retail goods. This retail 
spending average> out to S3,900 per 
hon-ehold in the \\'TR1--T\ coverage 
area, compared to an a\erage of S3.677 
for the connlrN . 

a. There's ?1 .980.000.000 in having 
power among the 351,640 families in 
the area, an average of S.5,631 per 
liou-ehold. The <ounlr\wide average 
i- S3.27I per hou-^eliold. 



7. The penetration of television sets 
in the area has been uncommonly 
rapid. 1 his. plus the inten-e degree 
of viewing (see Feb. -March Pulse for 
W heeling area I assure- the advertis- 
er maximum audiences for his sales 
message. 

What significantly characterizes the 
WTUF-TV market in terms of size is 
the closeness and density of the pop- 
ulated areas and industries. Take the 
Wheeling .Metropolitan Area alone: in 
it are 3.5 citie* and towns and 386 
diversified industrial plants. 

Follow ing are some salient economic 
facts and factors about WTRF-T\"s 
coverage area: 

• New industries entering just the 
Wheeling ^Metropolitan Area o\er the 
last 10 \ears have re]iresented an in- 
%cstmenl of over S130.000.000. 

• Industrial expansion over the past 
three years in this area — covering 
modernization and increased produc- 
tion capacity — has represented an out- 
lay of .?.S5.600.000. 

• Of the 173 metropolitan districts 
in the United States the Wheeling Met- 
ropolitan area bv itself ranks as 48th 
in term< oi consumer spendable in- 
come. (^Soe I9.1O Censns.) 

• In manufacluring employees the 
Wheeling .Metropolitan Area ranks 



■ • ' r ■ r U 

COLUMBIA SOUTHERN CHEM., NATRIUM, W VA 



market 




i 



i^walts Where the balance is in your favor... 

-J^fMARKET ■j!^COVER*CE -^SERVICE 

WT R F-T V " """ 

^ WHEELING, WEST VIRGINIA 




h/akes Ma' P and K '~ o brands 

BLOCH BROS. TOBACCO CO.. WHEELING 



ilARACTERIZES WTRF-TV'S ENTIRE COVERAGE AREA 

^|iits manufacfuring widest variefy of consumer goods; sife of growing chemical industry 



among the first 40 of such areas in 
the country. One company alone. 
Wlieehng Steel, paid out a total of 
$85,288,816 in wages and salaries dur- 
ing 1953. The average wage earned in 
this area was $72.38 for an average 
37.5 hour week, the second highest for 
any area in West Virginia and appre- 
ciably above the national nianufactur- 



resourcea are iii great 



• Natura 

abundance. They include the huge 
beds of crystal rock salts that have 
contributed largely to the fast devel- 
opment of the chemical industry in 
the area, and massive deposits of coal, 
oil, gas, clay, shale and sandstone. 

• Outstanding among the area's 
rich water facilities is, of course, the 
Ohio River — in terms of both trans- 
portation and plant supply. It is esti- 
mated that in 1953 over 50 million 
tons of cargo passed along the Ohio 
River in the section falling within 
WTRF-TV's coverage area. 

• Among tlie more recent big capi- 
tal investments in the ^TRF-TV area 
are Columbia Southern Chemical, Na- 
trium, $60,000,000; Kaiser Motors. 
Shadyside, $5,000,000; U. S. Army 
Chemical Div., near Natrium. $3,000,- 
000. Monsanto Chemical is also com- 
ing into the area. 



• Shifts in factories generally occur 
7 a.m.. 3 p.m., 11 p.m. Much of trans- 
portation to work is by private car. 

• Nationally known nianufacluriiig 
companies located in Wheeling indus- 
trial area include: 

Cellairc Knamel Co. 
Bloeli P.ros. Tobacco Co. 
Cleveland Graphite Mroiize Co. 
Columbia Soiitlierii Clieniifal Corp. 
Continental Fonndry & Machine Co. 
Cook-Waite l^aboratories 
Eagle ^Manufacturing Co, 
Follansbce Steel Corp, 
Fostoria Glass Co. 
General Glove Co. 
ITammoiul Bag & Paper Co. 
Ilarker Pottery Co. 



Ilazel-Atlafj Cilass Corp. 
iniperial Glass Corp. 
Kaiser Motor.s Corp. 
Louis !Marx Toy Co. 

National Aualine l)iv. of Allied Chemi- 
cal & Dye Corp. 
Ohio Ferro Alloys Corp. 
Solvay Process Biv. of .Mlied Chemical 
.T. L."stifel & Sons (textiles) 
Sylvania Electric Products, Inc. 
Triangle Conduit & Cable Co. 
V. S. Stamping Co. 
Valley ]\raniifaetnring Co. (pla.stics) 
\Vatt"Car & Wheel Co. 
Weirton Steel Co. 
Wheeling Bronze Casting Co. 
Wheeling Corrugating Co. 
Wheeling Machine Products Co. 
\\'hpeling ^letal Products 
Wheeling Stamping Co. 
Wheel Steel (^orp. 
Wheeling Tile Co. 



Here's what the Wheeling Metropolitan Area alone delivers 



County 

Ohio 

BELMONT 
JEFFERSON 

M'e.st l irr/iiiin 

BROOKE 
HANCOCK . 
MARSHALL 
OHIO (Wheeling) 



METRO TOTALS 



Population 

84,700 
95,800 

25,800 
35,300 
33,500 
71,900 

347,000 



Families 

25,850 
27,410 



7,200 
9,200 
9,530 
22,030 



101,220 



Retail Sales 

$65,187,000 
96,180,000 

17,327,000 
26,641,000 
22,769,000 
103,628,000 

$331,732,000 



Spendable Income 

$1 17,679,000 
164,260,000 

40,080,000 
100,029,000 

42.796,000 
170,341,000 

$635,185,000 



SOURCE: SRD5 



j4 Consumer ^arke■?. 



IWTRF-TV 

^•S. WHEELING. WEST VI RGINI A 
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CHANNEL 



market 





Factual data on th 


c JVTRF-TV market 




COUNTY 


POPULATION 


FAMILIES 


RETAIL SALES 


FOOD SALES 


DRUG SALES 


GENERAL MDSE. 


TV SETS 


SP^ENDABLE 


OHIO 

Itl'llIIOIll 

% «1 1 1 fill 

C\iliiiiilti;iii;i 

C4l4'll4l4'l4III 

Cpin'riis«'>' 
ll;ii'ris4Mi 
.J«'f f«'r.s<»ii 

1l4Mir4M> 

Voblo 

'l'iisi-;ir;iu ;is 
\\ ;i.sliiiip:i4Mi 


84.700 
19.600 
102.100 
31.300 
38,300 
18,600 
95,800 
14,100 
10,700 
70,800 
44,700 


25,850 
5.740 

30,810 
9.990 

1 1.720 
5.690 

27.410 
4,290 
3,250 

21,770 

13,800 


$65,187,000 

25,874.000 
124,534,000 
31,876.000 
33,688.000 
16,322.000 
96,180,000 
7,412,000 
8,805,000 
83.171,000 
44,574,000 


$21,581,000 
5.560.000 

32,026.000 
6,802,000 
7,901.000 
5,660.000 

26,350,000 
1,425.000 
1.438.000 

21,924,000 

10,805,000 


$1,104,000 

368,000 
3.019,000 
743,000 
567,000 
215,000 
2.190,000 
126,000 
1 10,000 
1.975,000 
920,000 


$4,095,000 

2,485,000 
10,744,000 
3.598,000 
3,824,000 
936,000 
8,245,000 
1.106,000 
1,238,000 
8,344.000 
7,715.000 


18.830 
4,173 

25,482 
3.372 
6,625 
2.844 

24.380 
1.360 
872 

17.427 
6.619 


»1 17.679.0 

ZU,o 1 o,U 

161,520,0 
49,160,0 
47,564.0 
20,736.0 
164,260.0 
9,979,0 
9.267.0 
107.231.0 
56,903,0 


OHIO TO I ALS 


530,700 


150,320 


$537,623,000 


$141,472,000 


$11,337,000 


$52,330,000 


111,624 


$764,9 15,C 


l'i:.\.\SVIA AM.\ 


\\':isliiii;il4Mi 


186.700 
45,500 
55.300 


51.750 
12,650 
14,590 


$184,042,000 
31.256,000 
215,067,000 


$46,461,000 
9.490,000 
60.938,000 


$3,819,000 
567,000 
5,019,000 


$27,795,000 
4,083.000 
24,461.000 


41.833 
7,243 
51.490 


$183,449,0 
43.393,0 
294,814.0 




287,500 


78,990 


$430,365,000 


$116,889,000 


$9,405,000 


$56,339,000 


100,566 


$521,656,0 


\\i:SI VIKGIMA 


lliiiitMifk 

Harrison 

.>l:iri4Mi 

.^liirsliiill 

>loiioii;^iilin 

Ohio 

Pleasants 
Hi It'll io 
Tyler 
Wolzel 


25,800 
7.800 
35,300 
8 1 .000 
68,200 
33,500 
59,000 
71,900 
5,900 
10,800 
9,200 
18,200 


7,200 
2,140 
9,200 
23,520 
19.910 
9,530 
15,940 
22,030 
1,690 
3,180 
2,760 
5,230 


$17,327,000 

4,073,000 
26.641,000 
86,207,000 
58,762,000 
22,769,000 
50.903,000 
103,628,000 

4,737,000 

6,076,000 

4,975,000 
14,592,000 1 


$5,629,000 
1.2 14,000 
9,440,000 
20,813,000 
15,851,000 
9,766,000 
14,036,000 
21,831,000 
1,353,000 
1.641,000 
1,784,000 
4,225,000 


$357,000 
49,000 
856,000 
1.836,000 
1,290,000 
583,000 
1.265,000 
2,372.000 
64,000 
152.000 
143,000 
313,000 


$717,000 
438,000 
1,300,000 
9,660,000 
9,538.000 
1.090,000 
5,618,000 
18,216,000 
310,000 
904,000 
421,000 
916,000 


4,61 1 
130 
6,001 
6,402 
8,538 
3.822 
7,231 
15,039 
438 
915 
780 

1,604 

— 1 


$40,080.01 
5,I40.0( 
100,029,0- 
1 19.909,01 
96,692,0" 
42.796.01 
84,156,01 
170,341,0* 
4,192.01 
7.85 1,0< 
7.422,0( 
I4.926.0< 


\\i:ST W. TO TALS 


426,600 


122,330 


$400,690,000 


$107,583,000 


$14,131,000 


$49,128,000 


55,511 I 


$693,534,0 


>iahki:t totals 


1,244,800 


351,640 


$1,368,678,000 


$365,944,000 


$34,873,000 


$157,997,000 


267,701 ' 


$1,980,105,1 



>>()IH(:E: "SRDS m.Tl Cous r Miirkils. • \pril 1, '7-,^ <-^linlaU■^ I.a-.il on CltS- 

.\.ils.ii May 'j.J, HETMV oiul Jan. '5 1. Cities in tlii-x- C.OrNTIKS: OHIO 

Hellairr .V Marlins I'.rry, IIKL.MOM; E. LlMrpooI, COLUMIILWA: CaniI>riJgc, 



GLFHN.SKV; StrubrnNille. JEFF KHsO.N ; .Mariclta. W ASIII.NGTO.N. PE.N.VS'i LVA.M A 

Uniunluwn, KA'IEITE. W ES I VIKCIMA W.irlon. HANCOCK; Clarksburg, II \RRI. 

SO.N; Fairmont, >I\RIO.N; Moun<ls\ ille, .MARSHALL; Whrt-lins, OHIO, 



WHEELING RETAIL HUB 
OF BUSTLING MARKET 

The loro of W'TUF-TV's co\crage area 
along llic Ohio River has soinclhing quite 
ill foiniiioii uilh iht' I*ro\ ideiice inclropolilaii 
area: ihe louii* are slruiip so eh)sel\ logellier 
aiicl so lhi( kly popnlaled lhal ilV hard lo lell 
vheii \ou re in one or out of the other. This 
coneenlralioii of populaliou ha* made \\ heel- 
inp, for a til\ of it? size, ihe hipiiesl (h)llar- 
ui?e trading center in Anieriea. \> the huh 
of an area lhal has known neither boom nor 
depre>»ion. Wheeling denioiistrates a con- 
stant, firm stahilit\ on the letail sali^ lex el. 
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Kloss Inn: Bob Kloss (inset) includes on the Saturday afternoon in- 
stallment of his disk Jockey program a dancing session among invited 



highschool couples which draws em to the WTRF-TV screen — both 
young and old — like a magnet. Feb.-Mar. Pulse gave this a 29.5 rating 



HIGH RATINGS ACCRUE FROM WTRF-TV'S 
WELL BALANCED LOCAL LIVE PROGRAMS 



The people in the \^TRF-TV area 
are predoniinanlly homebodies, do^v^l- 
to-earlh and neighborly. In its six 
months on the air WTRF-TV has dem- 
onstrated handsomely that television is 
the ideal medium of entertainment for 
penelratmg to these people. 

A great deal of effort is made to ab- 
sorb that neighborly spirit into WTRF- 
TV's local programing. Three basic 
rules guide this effort: 

L Try to get a minimum of 200 
faces of people living in the area on 
IVTRF-TV's screen each iveek. And 
make sure that at least ,50 of them 
are before the "Calling All Carrs" 



cameras. (How well this rule has paid 
off for ''Calling All Carrs,"' particular- 
ly, was attested by the 14 rating it 
got in Feb.-Mar. 1954 Pulse.) 

2. Maintain an air of informality 
by talking ivilh the people on your 
show and not at them. Treating our 
viewing audiences as tliougli the cam- 
eras were located on the other side of 
their livingrooms. 

3. Meet the challenge inherent in 
the diverse population within our cov- 
erage area by creating a quality of 
programing ivhich Ims relationship to 
the lives they live and the things they 
like in entertainment and information. 



The people in the WTRF- 1 V area 
are singularly music conscious. W TivF- 
TV carries a? much as 12 hour* a 
week of live local programing contain- 
ing nmsic of all l}pes. \VTI{F-T\' 
was but a few weeks on the air wiien 
Music Editor Dr. Paul X. Elbiii wrote 
in the Wheeling iKens Register: 

'"It's evident already WTlvF-TV is 
determined It) offer a balanced pro- 
gram schedule . . . balance in a pro- 
gram schedule means something for 
everybody, and somethmg for every- 
body, as WTRF-TV exemplifies it, 
means music both low-brow and high- 
lirow." 

Of the 107 hours of programs tele- 
cast weekly in April by WTRF-TV. 
41 were network originated, 2o'y 
were local li\e and 31'T . film. Local 
live originations added up weekly to 
43 programs and 2.5^^ total hours. 



Calling all Carrs: Bob and Jan Carr (left of baby), with rare Kitchen Camera: Food and other advertisers find way Esther Sam- 
"neighborly" touch, zoomed this daily matinee event to 14 Pulse uel and Marjorie Lee dish up commercials and recipes a surefire buy 




Aw 
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programing 




Movie Marshal: (top) has within but several months not only 
reached top ratings for kid shovi^s in an area but captured the enthu- 
siasm of parents; show's also among WTRF-TV choicest mail pullers 
and is effectively merchandised at points of purchase 

Uncle Harry's Kiddie Corner, a novelty that's as clever as it's 
captivating, caters to the same audience as "Ding Dong School"; 
it's chockful of mail appeal and also merchandising possibilities 
and assures maximum returns at minimum cost-per- 1 ,000 



7'/u*.s*' fortif shint's *f**rif**r tuimotvh rnthi{i» 

(^alliiiK Ail (,';irr>: Only ilirt-i- mouthw on llic air and lliis yoiiih- 
fiil liii~l)aiiil .mil wifi- It-am U'At and Jaii Carr pulled a 1 1 aver- 
age rating (Fi-h.-.Mar. 1951 I'ld-i-^ Tluy'rc endowed ^\itli all the 
(|iialilic- thai hiiild firmK loyal andii-in'c- and huild salnralion 
-all- (or the adMTli-cr. Tli<- Carr-' formal in e-sentc: a ■wide 
v.iricty of hnmaii and hiinioroii- iiilcrvieus ^\illi the ^ery people 
\\U(> live in the aroa and fiiniiniiks that hlend in perfectly %villi 
llii- day-lo-dny iiilere-l- and characti-rivtics of llic area. The piin- 
wiick- iiiclndr ihi- Carr Hal)> of ihe Week, piekeil hy mail M)te; 
-indio (jniliiiifi panic-;; <,'arden hinl- from expert- on camera; 
liiMi-( liold liiiii- from ^il•^M■r<; lioliby exliil)it.- hy invited f;uesl-; 
hail and fa-hioii ?tyle deiiion-tralion-. and informalidii ahont pi-i?, 
^^itll the (iarrs lindiii^ a lioini- each week for a puppy from llie local 
animal -heller. Si liednli- : .1:1.5 to 1 p.m., Mon. lliru Fri. 
Kl()>- Iiiii: Xniillur ineieori'" -iieee-- lhal has emerj;ed from 
\\ ri\F-T\'« -ix-muiilli-' exi-tenee. I'oh KIo-s dynamic personality, 
resourecfnl -howiiiun-hip and familiarity willi iln- nationV top re- 
curding; -lar- were ihe main inprediiiiu lliat ;:iit llii> daily di^k- 
playing ?e>-ion off to a fast itart. It's perhap- one of ihe few 
program- in hroadca>linp hi-tory wlms-e formal wa- ri'\ i-'-d .heraii- ' 
of its spectacular popularity. It hepan a- a record-requc-t-\ ia-trle- 
phone iilea. The deluge of reijue-l ealU telephone official- report- 
ed 10,212 i-alls were eoiinied in a thref.hoiir |)eriod iioi only -eri- 
(lu-ly liamprred regular lelephom- -erviee in Wlieeling bui tieU np 
llie trunk lines lo many outlying communities. The record-playing 
i* interlarded werk-day- with intervit-ws of local per>onalitir^ and 
variiMis type- of area and iialional celebrities, while on >aturday six 
highschool couple- are iinited to Kloss Inn for a dancing party. 
Sehediile: 1 :.iO to 3:00, Mon. thru Fri.; 6 to 7 p.m., .">al. The Feb.- 
Mar. I'ul-c gave lhi< show a week-day average of 10 and 29.5 for 
Saturday. 

Kitelieii Caniera: Esther Samuel and Marjorie Lee .Smith, for- 
nit r home service representatives for leading appliance makers and 
who are known by hou'ewives tliroughout the area, have an exciting 
way of preseniinj; the cooking-type program. W ith families of their 
own, the pair put the emphasis on practical and economic meal 
preparalion. AUiled to iheir home economics background is a know- 
how to selling a product. Schedule: 1 to 1:30 p.m., Mon. thru Fri.= 
I'recfded by the Hetly White Show (NBC): Klo-.s Inn follows. 
Mi)\ie -Marshal: The Feb. -Mar. Pulse gave this daily kid show 
an average rating of 21.6, all of six points ahead of its predecessor 
on W'TKF-T\ schedule. Ilowdy Doody. Hud Schenk, with a lerrifie 
following in the area, fills the .Mo^ie Marshal role. Format: On 
each show the Marshal and seven of his boy and girl "depnlie-" 
gather in his "biinkhouse'' to ob-erve birthday- (with the program 
sponsors' own cake, milk and candy a- part of the party spread) 
and view cartoon*. -Mon. thru Fri. 6-6:30. 

rncle Ilarrv's Kiddie Comer: A daily quarter-liour for the pre- 
school-ager. A distinct novelty. Has enthusiasm of mothers; prom- 
ises to match rating of its schedule-mate. Ding Dong School; lends 
self to lots ol merchandising: big mail puller. Format: "Uncle 
Harry" plays children s records and draws amusing cartoons of 
characters and *ctnes mentioned in songs. 

Amaleur Spotlight: Features amateur talent from all sections 
of tri-state area. Program is femceed by WTHF-T\ 's Program 
Manager, Jiulith Lawton. Saturday, 10:30-11 p.m. 



H #'lfr-Tl' AV'ir.si'ooiii siiwxm's 
tjtiirlc. roiiip/*'!*' area t'turraffo 

Area coverage Is the key word in the oper- 
ations of the WTRF-TV newsroom. The staff 
is geared for instant coverage of a news 
story within a 75-mile radius, including cov- 
erage by still or sound motion pictures. 
George Dlab, news editor, Del Taylor and 
Jim Moore are all old hands In 'he gather- 
ing, writing and p'esenting of news in this 
area, while Paul Howard holds top rank 
among sportscasters up and down the Ohio 
Valley. Each has long sponsorship records. 



Del Taylor 



Paul Howard 



George Diab 



Jim Moore 





public service & promotion 




Tv College: Exemplifies the topnotch type of well-balanced edu- 
cational-public service fare on which WTRF-TV has set its sights; 
viewers are made to feel that they're actually part of classroom 



SCHOOLS, PRESS PRAISE 
WTRF-TV SERVICE PROGRAMS 



WTRF-TV tailors its public service programing accord- 
ing to a preconceived, affirmative philosophy. It does not 
succumb to the easily obtainable and produceable. It has 
marked out certain fields which the management disco- 
ered out of its radio experience are of uppermost interest 
to this specific area and, after scouring the area, it has 
slotted as regular features ideas, people and techniques 
that were best representative of these fields. 

The management's approach to public service program- 
ing has brought it such encomiums as . . . ''West Lib- 
erty State College is pleased that our local television sta- 
tion is in the hands of men who ha\e proved their de- 
votion to education" (College President Paul N. Elbin). 
and . . . "the wonderful way you treated our Junior Choir 
on the telecast of March 14 makes it most gratifying to 
us adults to know that such fine people were behind the 
scenes of tv" (a Sun. School Supt.). 

The three public service shows that have made an espe- 
cially deep impress in the WTRF-TV area are: 

Tv College: A professor and group of students conduct cla>* in 
the WTRF-T\ studio. The setting, atmosphere and camera treat- 
ment contribute to the ultimate in mental stimulation. A Pittsburgh 
tv editor, commenting on all this and the flexibility of he pro- 
gram's format, wrote . , . "this is educational television as it 
should be presented." 

Town and Connlry: A project of the Agricultural Extension 
Service in the area which covers a great variety of better living 
for people in botli urban and rural areas. Its participants include 
agricultural and home demonstration agents from nine counties 
and 4-H Clnb members. 

Children's Tv Chapel: Youth choirs from 26 counties in WTRf"- 
TV's coverage area appear in this heart-warming b^unday afternoon 
series. It satheied a 20 rating in the Feb. -Mar. Pulse. 
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CHANNEL 



PRIZE-WINNING PROMOTION 



One of till' niii-t ])roniiili(>Miniiidc(l '.ialiou^ in tin- rnunfry, 
WTRF- I X Ini* already won ^cm ral pri/c- avsarded by national ad- 
verli-iers for (intstaiiding proniolion. It- lan-^i rr'<(i;iiiiiioii was the 
first t)ri/<- in I lie "I'ig ^tory" conti-^t. ]ii-t the wei-k l>i-forc thai 
\V"rKI'"'r\'s proniolioii i\ni\ ni r<'li:ui(li-iiig dcpaitnieiit ii-<ciMM| omi- 
of the Kip 11 prizes for ilic "I'oh Hope Show" promotion. 

WTKI'-'I V s bases it< luenliandi^iiin and prortioiion s(Tvi<c- nul 
on expcridiluri'S lor time but on tin: spei ifit ^iitiialion. 

WTKF-TV's proniolidn-nieicbandi'^ing services iiniude: 

().N'-TIII>AII{ conrtcsy annoiincenifnts start bcfori' fir-t broadcast 
and continue through the life of the program. 

I'HCKilJAAl LISTINCS — in .73 new-papers in \\ t-t Mrgiiria, Ohio 
and Pcmi-ylvania (with a combined rireulation of more than 
2,145,000) and TV Guide. 

niSI'l-AY AnVKKTISING in the \\hpeling New>-J{egisler, the 

Vniecling Intelligencer and the Martins Fcrry-Bi-llaire (Ohio) 
Time*-Le:ider. .Sponsor's name and/or product i» included in ad. 

NEWS UELFASES — mailed w.>el<ly to 160 newspapers. 

IMEHCIIANDISINC ."MAILI NCS— by arriingement. to food. drug, 
appliance, or gas and nil retailers in \\TRF-T\' Cirade V & B areas. 

DISI'LAV 31.\TER1AL — by arrangement, for i)oint-of-purthase 
and floor or ^siiidow display. 

FERSOiN AL CALLS on retailers, wholesahrs and jobbers to de- 
termine advertiser's distribution. 

ADYKHTISEKS are invited lo use the WTRF-T\ letterhead and 
signature for dealer and jobber mailings. 

REI'OIIT of merchandising and promotion activities sent to ad- 
vertisers and their agencies regularly. 



Audience promotion: As do all of WTRF-TV's staff talent, here 
are Bob and Jan Carr attending by invitation a neighborhood fete 




IITRF-TV tirotttotes 
ttt poUtt-of-purvhust' 

With the program's 
personality himself 
malting some of the 
rounds, over 1,000 
of these handsome 
foam-plastic displays 
were placed among 
taverns in the area ^ 



A 



I \ MM ' liHIt 



'5% 



JIM 
MOORE 

FRONT PAGE NEWS 



htOtM,W< 11.00'- C5Ii 

' MONDAY 




management & staff 



WTRF-TV'S WELL-BALANCED SERVICES 
WIN APPROVAL OF ALL RANKS IN AREA 




Niitliiiig |)l('a*f< ;i Ijroadfa-tiiig sta- 
tion a>. iiiudi a> tlic (liM()\er\ tliat the 
|)()li< io< ami ()ljjecti\ <■>• to wliii li it has 
it>.("lf liaxc I)L'cii (|iii<-kl\ and 
(•\plicitl\ o^ni/cd 1)\ tlie xicwcis. 

lla\iu>i Ix-rri >in'iiilarl\ siuce'^fiil 
witli radio in llii^ >aine area. \\ "ri\r- 
r\ V iiiaiiaj:eiiicul ha- extended to lel- 
e\ i'ioii the >-ame l)a>ic crech)* thai di.*- 
tirij;iiished it< radio >er\ iee. Il a-tule- 
l\ applied the principle that the ine- 
dinni heionfied to c\er\ enltural slra- 
tuni of the area or connnnnilN and thai 
the la'^le- and preference? of all ele- 
nienls inn>t he accorded a place in the 
week"?, projirain schednle. ltF-T\\ 
now in its ?i\th month of operation, 
ha? carried ont thi> concept of well- 
halanced programing with iinagina- 
lion, re>ourcefnhiess and a keen ^en;-e 
of showmanship. 

\nd it wasn't long hefore W'TKF- 
T\' fonnd out that the \iewers in its 
<'()^erage area were deep!) aw tire of 
the management's programing philos- 
ophv. IncreasingU . \iewer correspon- 
dence had something to say about il. 
Like this (]uote from a letter thai came 
to \VrKF-T\ March 24, 19.vt from 
Cambridge. Ohio, and "was signed, 
"George \\ . Duncan and family : 

■'All of us appreciate the tremendous 
job \(>i\ lia\e accomplished in such a 
short time in bringing to \our \iewers 
the finest in l(de\ision \iewing. 

our pi ogrniiiiiig: \s w vU-hn]- 
:iiic<'d liiriiisliC'^ >ie>\ers uitli 

a diMTsifieil selrrtioii of programs 
eo>rriiig r><'ry interest. *' 

\\ THF- r\ "s ''fan mail ' has been 
somewhat no\el to this extent also: it 
has included huters from man\ husi- 
ne**mcn'- organizations onicially ex- 
lending congi atulations to the station 
for. as one of the letters put it. 'Sour 
excellence of programs. s<ope of na- 
tional and local news <-overage and 
general progress. ' 



l lie tempo and degree of this prog- 
ress can be largely ( redited to the sum 
total of WTHF-TX management's ex- 
perience and record of ser\ ice. to both 
audience and ad\erlisers. in the broad- 
cast media. Il is tlie only station in its 
coverage area with complete broadcast 
facilities Iv, am and fni. 

Here's a pertinent note on the own- 
ership of WTKF-TV: 

The controlling stock is di\ ided into 
three basic groups. The New s Publish- 
ing Co. (publishers of the Wheeling 
\ews Register and the Wheeling In- 
telligencer) owns 30*^^ of the slock. 
Another .30^ of WTRF-TV stock is 
owned b) a competitor of the News 
Publishing Co. — the I)ix brothers 
(publishers of the Martins Ferr\- 
Hellaire Times-Leader I . The balance 
of the stock is owned b\ principals of 
Bloch Bros. Tobacco Co. and Mail 
Pouch Tobacco Co. The competitive 
situation in the Wheeling area- -mass 
media-wise — is exlreiiiely active and 
vigorous, with no concentration of 
power or control. Tri-Cil) Broadcast- 
ing Co. owns and operates the above 
single Iv-ani-fni property and has no 
expansion ambitions other than to pro- 
vide the people of the W heeling-Ohio 
Valle\ area with the finest possible 
ser\ ice on these three facilities. 

Concerning color. WTRF-TV — a pri- 
niar\ network affiliate of NBC and 
a secondary of ABC — will have RCA 
transmitting e(]uipinenl deli\ered in 
the fall and expects to broadcast NBC's 
color programs liy September 1. Il 
will be the only station in the Wheel- 
ing area with color tv this \ear. 

B\ its policies and record to date 
\\TRb'-T\ has gained the high regard 
of opinion leaders in its co\erage area. 
Il considers the kindK relationship 
that exists between itself and the press 
throughout its coverage area as one 
of its proudest a( hie\ eiiienls. 



Representatives: George P. Hollingbery Co. 



NEW YORK 



CHICAGO 



ATLANTA 



SAN FRANCISCO 



LOS ANGELES 



Tills prcscnl nt I'tn wn*; rrsmrrheil on thp hmtp anti proiillrtN! 

In lis rnllrcly hv SIV)NS(Hl I'llKsKNT.NTrHNS IM^. under Iho 

juppiTlslon ot Itin UmK-c. for WTllF TV. Wlii-clrnE, W. Vi 
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Itftln'rt W. Fcrgii.voM 

l ice I'resident <t Gen. Mgr.; 
only lop exec in area uilh 
news])a])er, radio, ti Ixirl;- 
ground; made each transi- 
tion with complete ease 



H. AV«'«ffioMi S'tiiiffi 

Sales Mgr. ex]>erien<e 
in both radio-tv inrliideil 
nSAI, Cinry, IfinS Tl , 

Columbus; also sales mgr. 

oj big manufacturing firm 



Jmlitit Ldic'foii 

Program Manager; on 
creative side oj pro- 
graming in radio, tv jor 
17 years; tias Peabody 
Aivard Winner in 1946 



If uiro rtl f>niif*('iiiii('!/c'r 

Chief Engineer; seven 
years with llTliF: fifteen 
years radio, tv; super- 
vised planning, construc- 
tion oj IVTRF-TV 



Frauli Cuvt'ts 

.Sia. Mgr. fTTRF Radio: 
assists in If'TRF-Tl' , oj 
which he was original pro- 
gram mgr.: also grounded 
in production, sales 



Jainos Kinitulfon 

Production .Mgr.; received 
master's degree in tv 
from Syracase I niver- 
sity; also U.S. jrom 
I nion College 



C. fircfj Van Cniiip 

Promotion director: 
six years in radio, tv, 
including Armed Forces 
Radio Service: audience 
building specialist 



-If (»<•!•( .Tf. .foiic.v 

Mcrchandise Managei. 
Six 1 ears in radio, tv. a<i 
agencies, including ]T\A\. 
Yankton, S. D.; creator of 
point-oj-sales ideas 



fli'in'fH' IHuh 

\ews Director: 
.set en }ears with ITTRF: 
has hail wide newspajier. 
radio background as 

reporter, editor 



11 if fid Ml ,><•;; 

Film Director: sixteen 
years in commercial 
fUni and tv business, 
including jilm-making 
in I .\avy 










<<^~^ALL OUT THE FBI. Get 
Superman. Order one of 
those eleetronic brains to think 
this out. Do something — this 
ehaos gotta go ! " 

Thus spake man/ a station 
manager when tv first reared its 
pretty, turbulent head. Ours was 
no exception. 

"FBI man? Righto, I'll—" 
' ' Give me a calm guy, one who 's 
got nerves like a train dispatcher 
so he can feed copy on time. Give 
me a diplomatic guy who can 
coax words out of writers, scripts 
out of agencies, okays out of spon- 
sors. Give me a guy who can edit, 
a guy with an ear. Gimme a stout- 
hearted man. . . " 

" Rose Marie went thata way — " 
"Don't interrupt. Give me a 
guy young enough to have been in 
service. This is war. ' ' 
"Okaij, H.B., ril^" 
"Gimme a guy old enough to 
have a family. This takes ma- 
turity. " 

"I'll go right to work on — " 
"lie slioulda been an announcer 
so he knows his way around 
fluffs." 

"Anything else?" 
"Yeah. Xced him toftiorrow. " 



WFBM 




P.S. He Had the Job 



If you think that conversation 
ever got said, we'll take up docu- 
mentary writing manana. 

But it could have, and Earl 
Johnson could have been the guy 
our personnel office turned up. It 
didn't and he wasn't. lie was 
here already — in Production. He 
had been in Film and Traffic, lie 



WFBM-TV 



INDIANAPOLIS 



CBS 



Represettted Nationally by the Katz Agency 
Affiliated with WEOA, Evansville; WFDF, Flint, WOOD AM & TV, Grand Rapids 



had been an announcer. He spent 
a spell on a destroyer. He had 
been with the FBI. He was mar- 
ried and had a family. 

Earl Johnson's responsibilities 
include the care and feeding of 
scripts and commercials for local 
advertisers, the utilization of copy 
provided by agencies (like having 
it where it ought to be when it 
ought to be there), and stretching 
an eight-hour day so far into the 
night that he sometimes wonders 
if he isn't back in the Navy on 
the dog watch. He's not, fortu- 
nately. AVc need him more than 
the Xavv. 
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Selling 
Something 
San Diego? 





whether you're selling panties or 
peonuts — dog food or dishwashers . , , 
KSDO tells the most people oil 
obout it in San Diego's 
billion dollor market. 

AAeasured by the HOOPER yordstldk . . 
KSDO is firs) in Son Diego 
. . . delivers the most audience. 

May we prove we con sell something 
for you in San Diego? 



R^p.esentatWes 

n Co l^^* ^ 




by Bob foreman 

Ihiviiig liiid a working tv color .-et at lioiiie for 48 hours, 
I will follow the palleni so firmly e.>-tahl i-lied in the medium 
and ([ualify niy.-elf as an expert. From the rich depths of 
my experience yon may henceforth exjject pronouncements 
of economic and ae.-!thelic import. In fact, since Tve seen 
one .'^how telecast in color fat home) so far, 111 begin at once. 

In the first place there i^ a difference in (juality in -vvhat 
yon view at home and what yon get on-the-line over a monitor 
at the station (where I've seen any number of colorca-ts). 
It could be that the added difficulty of ?harp-tuning color 
plus the normal loss of quality in tran>mission makes the 
difference. But let me hasten to add that the set Tni watch- 
ing on has no outdoor aerial, only tho>e antlers. However, 
it s still mighty fine to sit by. 

What puzzles me mo>t are the >trange hues that the black- 
and-white picture^ give off. They are not gray like those 
from a regular black-and-white >et. Not >epia either. Tliey 
seem to have a l)lui^h cast, not di^turhing in the lea^t, but 
which ha.- added depth gradation and definition as well as 
warmth to the total effect. 

But all this i> trivial. What's mo>t fascinating is that my 
family is now ex))eriencing once more all the wondernientj 
as well as annoyances that took place when black-and-white 
television first made its a])i)earance in the home. Kemember 
those days? The few who owned set- f "giant, life-rize 10- 
inch screens**) were famed in their neighborhood. Friends 
and near-friends and even casual acquaintances came by to 
see the sights and drink your liquor, trample your children 
and complain about your dog. 

Well liere we are again. As the huge carton rejiosed in 
onr dining room, before installation, and another giant box 
which contained the tube sat in the bedroom, neighborhood 
gos>ip s])read like wildfire. The elevator man told the door 
man. The door man told the other tenants. Tenants told 
neighbors. The kids told tlieir schoolmate-. And. of course, 
I sliot my mouth off. too. So the news wa- out. I've ordered 
six cases of scotcli and am constructing hleaclier seats right 
now to acconuiiodate the overflow. 

But back to some jnonouiicements. A- mentioned. I saw- 
one show — Kraft Theatre on NBC. The color was fine hut 

(Please turn to page 8.3) 
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If February 1951, Movie Stars Parade Magazine 
acclaims Robin Seymour youngest of winning 
disc jockeys. 

Billboard, bible of show biz places 
Seymour in nations top 10 platter 
spinners. 




Hit Parader, national song sheet rates 
Robin the Bobbin man 3rd in the entire 
nationi 



Here's your opportunity to drop a real bomb on 
the Detroit Market! Bobbin with Robin is nation- 
ally acclaimed the number 3 disc jock show . . . 
your sales message on this top program reaches 
the tremendous Detroit-Wayne County billion 
dollar market— and it's a fact, "Almost everyone 
n Detroit listens to WKMH." 



77% of the buying power of Michigan, 
almost 6 billion dollars yearly, lies 
within reach of the "Golden Triangle" 
by Detroit, Jackson and Flint. 



Michigi^ij|j5 
GolderM>Mangl 



Cut yojurself a big slice of this market. 
It's ready to serve! Come and get it! 
Look at these figures— radios in nearly 
100% of the homes— over 85% of the 
automobiles. A package buy of these 
three strategically located Michigan 
stations offer you maximum coverage 
at minimum cost. 



WKMH 



DEARBORN 

5000 WATTS 
1000 WATTS -NIGHTS 




PRESENTED 
HEADLEY REED 



WKHM 

JACKSON 
1000 WATTS 



WKMF 

FLINT 
1000 WATTS 
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Here's a new TV show that's as reassuring as nioiiey in tiie bank . a first-run series 
that's backed by a 25-year habit of success, 

A SUCCESS IN EVERY MASS MEDIUM 

In print . . . on the screen . . . on the air— "Ellcry Queen'' has consistently spelled "box-office". 
On TV live— on a handful of DuMont-cleared stations— "Ellery Queen" denionstratcd an amazing 
ability to dominate its period, without any "inheritance" . . . against any competition. 
Now, specially filmed for TV . . . starring die man who created the radio role, "Ellery Queen" 
is marked for new highs. 

A TREMENDOUS READY-MADE AUDIENCE 

The readers who made "Ellery Queen" a 30,000,000-copy iiest-seller . , . the movie goers . . . 
the former listeners and viewers — these are the people who give this new series a ready made, 
multi-million audience. Marlowe fans who have enjoyed his work on stage and screen 
("Voice of die Turtle" . . . "Twelve O'Clock High" and many others) will swell the figure. 
And top production— all down the line— will win and hold new viewers for this series. 

A SHOW THAT CAN'T MISS 

To the proved commercial impact of mystery shows, "The Adventures of Ellery Queen" 

adds tfie power of a great name , . . the prestige of fine dramatic programming. Call, write or wire 

for the full story, and for franchises in areas where you need a show that can't miss. 



'elevision Jp^iograms of 

477 MADISON AVENUE, NEW YORK 22, N. Y. . 1041 N. FORMOSA AVENUE, HOLLYWOOD C IF 



merica^ 
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SHREVEPORT^S 

MOST INTENSIVE 
LISTENER SURVEY- 



Over 27,000 calls in a 

period — 

PROVES: 

• KTBS Leads in overall listeners. 

• KTBS Leads in the $10,000 to $25,000 a year 

Economic Group." 

• KTBS Leads in the $4,500 to $10,000 a year 

Economic Group." 

• KTBS is a close Second in the $2,500 to $4,500 

a year Economic Group." 

• KTBS is Second in the Economic Group earning 

under $2,500.' 

These Figures extended into the KTBS primary Service Area^ of 401,502- 
Radio Families — give KTBS the lowest Cost per Thousand in the Market. 



1 Radio-Television Ratings 

2 Economic Area Breakdown was 
made by Centenary College 
Commerce Department. 

3 Computed according to NARTB 
and AAAA Standards. 

•4 SRDS Consumer Markets 1954. 



See Your 




10,000 Watts Day 
Petry Man 5000 Watts Night 

^^•^ Details pjg, 

Shreveport, La, 
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SPONSOR invites letters to the editor. 
Address 40 E. 49 St., New York 17. 

RATING SERVICES 

Some time earlier this year, one of 
your issues carried a very complete 
and educational story on the various 
rating sei-vices and how they compare 
with each other ["What's wrong with 
the rating services?", 28 December 
1953]. 

I found it such an interesting arti- 
cle that I routed it to a number of peo- 
ple within the office, with the result 
that I can now no longer put my hands 
on it. 

I would appreciate it very much if 
you could send me two copies of this 
issue so that I can have it as a perma- 
nent reference. 

Robert E. Mangan 
BBDO, San Francisco 



The December 2B, 1953 issue of 
SPONSOR carried an article entitled 
"What's wrong with rating services?" 

We would like to obtain six reprints 
of this article, if they are available. 

Barclay Hallowell 
The Aitkin-Kynett Co. 
Philadelphia 



Your reprint of the 28 December 
1953 "What's wrong with the rating 
services?" is most enlightening. May 



I he 



ave three more copies 1 



F. D. WiEDEN 
Director of Radio & Tv 
Joseph R. Cerber Co. 
Portland 



I would appreciate receiving 10 cop- 
ies of your reprint entitled, "What's 
wrong with the rating services?" 

Please reserve for me an All Media 
Evaluation Study which, 1 understand, 
you are publishing in book form 
shortly. 

Fred E. Farr 
Account Executive 
Lannan & Sanders, Dallas 

• Single reprints of "Xlt'hat's wrong with the 
rating services?" cost 20c apiece. Quantity prices 
on request. The 2.'>-articIe All >Ie<lia Evaluation 
Study will he reprintcil in hook form this sum- 
mer. You may reserve a copy mow by writing 
to 40 Ea^t 4-9 St., New York 17. 



EXTRA COMPARACRAPHS 

If extra copies of )our Compara- 
grapli are availablij at no charge to 
subscribers, will appreciate you put- 
ting me oil the list for three such 
copies each month. 

EWAKT M. BLiMN 
Sales Director 
WEFAJ-TV, Reading 

• Extra ropio!4 nf SIM)\S()K's Tv Coinpuru' 
graphs arc availal>lf at tto ro^t to suh.sertlicrh. 



SPOT CHECK 

Thanks for helping me locate a de- 
pendable spot radio check service. I 
was able to contact them immediately. 

Also, may 1 add that I am an ardent 
defender and promoter of the excel- 
lence of your magazine. 

Paul K. Abraiiamson 
Advertising Manager 
Borden s Instant Coffee 
The Borden Food Products Co. 
New York 



• SPONSOR'S Headers' Service Ucpt. referred 
iMr. Abraiiamson lo Kadia Reports, a radio spot 
check orgaiii:f::ition. 



DRUCCASTINC 

We are deeply appreciative of your 
wonderful article about WWDC-FM 
Drugcasting in the April 5 issue of 
sponsor [page 46]. 

In giving you information for this 
article, we inadvertently listed Wild- 
root Cream Oil as one of our Drug- 
casting sponsors. Wildroot has been 
one of our substantial advertisers on 
our am station but they have at no 



PROGRAM GUIDE . • 

i' 

A truckload of congratulations to ^ 
all at sponsor for the 1954 Radio-Tv 

Station Program Guide. ^ 

i 

This type of publication has long 
been desired in the field, particularly * 
in the ever-growing niche known as 
Spanish-language radio. ^ 

The section devoted to Mexican- i 
American programing is the finest 
thing of its kind ever published and is 1 ^ 
sorely needed by agencies and clients 
alike. ^ 
Richard O'Connell 
President ^ 
Richard O'Connell 
New York ^ 

• SI*ONS<)R*'s Pro-am Cuitir is a^ailahle free 

to subscribers. Extra copies cost S2 apiece. |^ 



SUMMER 
TIME 

IS 

SELLING 
TIME 

IN COASTAL CALIFORNIA 

^ More People 
iK: More Money 
^ More Sales 

KEY-T covers California's 
largest single station market 
with programming from all 4 
major networks 

CBS ic NBC 
ABC * DU MONT 

LOW COST PER 
THOUSAND 

LARGE UNDUPLICATED 
AUDIENCE 

BEST OVER-ALL 
PROGRAMMING 
IN AMERICA 



» 



THE KEY 



TO COASTAL 
CALIFORNIA 



KEY'T 

chnnel 



Video power 50,100 watts 

Audio power 25, 100 watts 

Antenna 4,2 I I Ft. above sea level 

Represented Nationally by 
GEORGE P. HOLLINGBERY 
COMPANY 

KEY-T 
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"J hat's what ad 
agencies, advertisers are 
saying about ihc 

1954 
PROGRAM GUIDE 

11 is yours FIIEE 
u-ith your subscription 

to spoyson 

One year $8 — three years $15 



write 
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40 E, 49 St., New York 17, N. Y. 



time used \V\N'DC-F.M Drugcasting. 

Since we apparently inadvertently 
embarrassed a sponsor, we would ap- 
preciate \(inr running a correction. 

Ren Stkouse 
/'ice Presuienl 
IVWDC, Inc. 
IF a^/nVi^'/on, I). C. 



LET'S SELL OPTIMISM 

Kuclosed you will find a picture of 
niy little daufzliter depicting, 1 think, a 
very clever idea f«ee below ). 

If you wish, you may pass it on. 




Someone may have an idea for its use 
that would boost our morale a little. 

D. L. Cr-VDDOCK 

President & Treasurer 

WLOE, Inc. 

Leaksville, i\. C. 

9 -N inc— yrar-cjici Jranninr Crailclock i-. |ia>!.inp 
out **l£ii^i[ies^ In <^uo<1'* huttAtl!.. Mer rootumv 
i- €-o\rrrtl *.ilh liunilrt-tK of Mooslrr Itullnn'^. 



STORYBOARD SAGA 

I read with interest Bob Foreman s 
sioryboard saga [P> March 1954. page 
16]. As a producer we are up against 
the same situation with 1 oth agencies 
antl < lienls. Inasmuch as tv commer- 
cial- co^t flough, we now ha\e a new 
approach which we hope will work. 

We ha\e the agenc\ art department 
prepare artwork that is better than the 
st(ir\li(iar<l t\pe. We combine thi- witli 
ph()to> of the action and film the art 
and photos on 16 mm. film timed to 
the length of the spot. 

W e ne\t make a tape recording of 
the audio part and use it as a means of 
tran>ferring the sound to the film 



which has been cut. This film is mag- 
nastripetl and the tape transferred. The 
net result is a film containing sound 
and picture in the rough which cor- 
re -ponds to the storyboard. 

This method gives the agency and 
client a more or less visual idea of 
what the film will contain. It also 
give* us a good guide to work with 
in cutting and filming. 

This ma\ not be the real answer but 
to me it's better than a storyboard 
preM'ntation. The costs involved are 
nominal, but they can be absorbed in 
the o\er-aii price. 

Jack Lewis 

Jack Lewis Stmlios 



Rich 



mono 



ANTELL AIR TECHNIQUES 

1 am in urgent need of gathering 
material on the radio techniques used 
to sell Charles Antell products a year 
or two ago. Undoubtedly your maga- 
zine covered this story in at least one 
of its i>sues. Could you please send 
me tearsheets or back issues contain- 
ing whatever articles you might have 
cm this subject? 

It is e«ential I have these as quickly 
as possible. If they are available, 
please send them to me air mail and 
bill me for whatever charges are in- 
curred. 

Nellene Zeis 
Librarian 

Krupnick & Assoc. 
St. Louis 



• SPON^OK hc» don€- on«- fuM-lrnclh rm^r 
hi-lorv artirlv and one P.S. on AnleH^s air' ad'- 
vrrli-iiis. 



RADIO SET SALES 

The January 25 article on radio set 
sales i? certainly interesting and use- 
ful information and of great general 
help to the industry. It confirms once 
again the fact which most of us have 
come to learn in the past 24 months — 
the fact that the resurgence of radio 
now seems to be complete and it has 
taken its rightful place, in maturity, 
as a mightv sound cost-per-1,000 ad- 
vertising medium. 

HOWAUD W". -Maschmeier 
Asst. Sales Manager 
IFFIL, Philadelphia 



© Uf]»riTil*' uf * Hndin srl -air* If ad |v bv <>9 95? 
in IjiR l\ iiiark,r?^" arr a^aTal'If al Sr each, ijuan- 
ti'.y prirr- art* f urni-ln**! on rrqup"!* 
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IN INLAND CALIFORNIA (and western nevada) 




DEtlVERS MORE FOR THE MOMEV^ 



These five inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . . . and in Inland California more listeners than the 
2 leading San Francisco stations and the 3 leading Los 
Angeles stations combined . . . and at the lowest cost per 
thousand! (SAMS and SR&D) 

Ringed by mountains, this independent inland market is 90 
miles from San Francisco and 113 miles from Los Angeles. 
Beeline listeners here spend more than $2 billion annually at 
retail* (Sales Management's 1952 Copyrighted Survey) 




M^CLATCHY BROAVCASme COMPANY m 

SACRAMENTO, CALIFORNIA • Pou! H. Raymer Co., National Representative Wy 
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$1 18 ITEM with no bo nus 
offers, prizes or other 
gimmicks . . . 

TOM FRANDSEN 

did this for one of his 
participating sponsors on 

FRANDSEN'S FEATURES" 

1-2:15 p.m. Mon.-Fri. 
and 

"LATE DATE 
AT THE MOVIES" 

ll:20-slgn off Mon.-Fri. 
• 

Let Tom sell for YOU ! 
Call KNBH Hollywood 
or NBC SPOT SALES 



!\ew tU'velopmenis on SPOiSSOtl sHprims 

Set*: **'I'arl!iri'» siiiiiiiuT !-lraU'p> : IrcaUlv 

and radio*' 

ls-SII«*: y April J 951, pasc 40 

Ksilljt'Cil Seasonal prtfduri proiiiulcd willi air 
■■■(■diu 

Here slie i>, men. the Tartan suiitan lotion girl (sec helow). She'll 
be on \our tv s( r<'eii> iii a few da\s a> Tartan begins its two-iuonth 
h.uniiner selling drive using be;iv\ tv and radio campaigns. 

Tartan has an even shorter sc^ason than mast seasonal products. 
Its season is June and July; before June, its too cool in most parts 
of the countrv to go ^unbathing, and after July most people seem 
to bang on to the sunlan lotion thev ve already bought. 

For Tartans big push this \ear spot television announcements 
will be Uf-ed in some lO markets. Agencv : Ellington & Co. isujjple- 
inenting this will be sjjot radio ( Tartan uses short weather reports), 
newspapers. Total budget: a si'ONSOU-estimaled over SGOO.OOO. 

First tv and radio campaign this year — to start this week or next 
— will run for six weeks in l.i Fastern. Southern and Pacific Coast 
cities. Nighttime tv I.D.'s and da)time radio will be used. * * * 

St'C: ''Mow >p(H helpc<l build Fapcr-i\Ial6 

22 February 1954, page 40 

Issue: 1" I f)an point" 

SllllJOt'l; I'aper-lVIalc iv upping o>er-all biulgiet 
Ut add iielwork iv 

In five years Fajjer-Male Pen Co. grew from zero to a multi- 
million dollar company selling more than 67.000 -SI. 69 ball-point 
pens every day. 

For three years spot radio and tv have been used, built around the 
same theme all this time — the well-known Paper-Mate jingle. 

Now Paper-Mate is adding network tele\ision — but it's keeping 
its S2.8 million spot radio-tv budget intact. The tv program, The 
Stu Enrin Show, which will cost ahdut SI million, won't cut into 
current advertising; the budget is being increased to S.5..5 million. 

Starting last week, Paper-Mate began alternate-week sponsorship 
of the Stu Encin Show (ABC TV, Friday, 7:30-8:00 p.m.i. 

One other change in Paper-Mate strategy has been reported. The 
jingle is being given an "American Calypso" treatment. * -* ★ 



Tartan uses spot television, spot radio (and this girl) to sell suntan lotion 
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KUDNER AGENCY, INC. 

WEWYORK DETROIT WASHINGTON SAN FRANCISCO 
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ay you look at it. 





m m 




Excellent color fidelity. Special Masking 
Amplifier plus overall quality of system 
results iy^superlative reproduction. 



Continuous film movement. No inter-/^ 
mittent action. Optical imrhobilizer / 
eliminates claws and shutterN / 



Film may be run forward or backward. 
Stopped at any point. Speed may be varied- 



Sensitivity of system 
faithfully reproduces all tonal 
gradations through 
gamma-corrected 
amplifier. 




No shading adjust- 
ments necessary. Picture 
free from edge flare and / 
shading. Completely / 
automatic from / 
remote panel. / 

/ 

/ 

/ 

/ 

/ 

/ Entirely new standard of operating 
/ economy for both color and 
/ monochrome operation. 





duMont 




with the 




. . FQR COLOR 




Here is the one system that puts you years ahead . , , whether for monochrome or 
color. The Du Mont Color Multi-Scanner permits you to be ready for the day you 
start color broadcasting, and at the same time provides a means of monochrome-film, 
slide and opaque pickup surpassing all -other systems in quality of performance, oper- 
ating economies and dependability. Yes, sir . . . anyway you look at it . . . you're 
years ahead with the Du Mont Color Multi-Scanner — the only continuous-motion 
scanner now in PRODUCTION! 



JVIONOCHROME 
TRANSPARENCIES 



Permits the average television station to prepare for color now, without the large 
Investment required in specialized color equipment. The cost of the system may be 
amortized over both current monochrome broadcasting operations and future color 
operations. 

The Color Multi-Scanner eliminates registration and other technical problems inherent 
in triple pick-up tube camera designs. The single scanning tube along with the 
unparalleled sensitivity of the Du Mont Multiplier Phototube results in a color signal 
source far surpassing that of other systems. 



FOR MONOCHROME 

^ The Color Multi-Scanner can go right to work on monochrome transmission. Utilization 
of the same equipment provides fine quality black and white reproduction. At the 
flick of a switch— your choice of color or monochrome— it's as simple as that! 

The Color Multi-Scanner is basically the same as the famous Monochrome Multi- 
Scanner with the exception of a light-splitting mirror system and additional unitized 
channel amplifiers. All operational advantages and economies have been retained. 

16 mm. FILM 
MONOCHROME 

. . AND OTHER DU MONT COLOR EQUIPMENT 

il Incorporated in the Du Mont Color Multi-Scanner and available as a separate unit 
for improving other color signal sources, the Du Mont Color Masking Amplifier adds 
, new realism to color signals. It permits compensation for dye and filter deficiencies 
and adds new qualities to any color setup. 

Get details on the complete line of Du Mont color transmitting accessories. As always 
i . , in color or monochrome . . . it's Du Mont to be first with the finest! 
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MONOCHROME OPAQUES 



TELEVISION TRANSMITTER DEPARTMENT ALLEN B. DU MONT LABORATORIES, INC. CLIFTON, N. J. 



MONTREAL GROWS!] 

At present there 
are more than 
4,500 industrial 
plants in the Great- 
er Montreal Area, 
and new establish- 
ments are coming 
into existence at 
the ra^e of more 
than 400 a year. 




VjiUmn Ebel 

Director of the Corporate Marketing Office 
General Foods Corp., White Plains, H-^ Y, 



CFCF GROWS! 

Local business is up 
424 % in the past 
five years. 

(February, 1 9 4 9- 
February, 1954). 




^ MONTREAL 

INU.S-.-WEEO 
IN CANADA-AU CANADA 



Kd El)el. General Foods" director of llie corporate marketing office", 
i> an old-time agencvinan. In the Thirties he worked at Calkins and 
Iloldeii and at Pedlar & Ryan. During World War II he served as a 
major in the Sub?i?lence Division of the Army. But despite this 
rugged schooling in handling sizable budgets, problems and crises,^ 
he feels sure that March 1954 was a particularly unusual month. 

He's referring, of course, (o the work and planning that went into 
General Foods' '2Sth Anniversary Show telecast over 255 stations on 
all four tv networks on 28 March (through Young & Rubicam). 

'M li\e in Chappaqua. ^«ew York, with my wife and four kids,*' 
lie told SPONSOK. ' Hut for a while there I thought Td never see home 
again. The company w as moving to White Plain? from New \ ork 
just at the time when we were working on die anniversary show. . 

Now that the show is a thing of the past, he can sit back for a 
breather and consider whether this SPONSOR-estimated SI million tr 
one-shot was worth all the money and effort. 

Over S10,000 per minute on the air may sound like steep spend- 
ing, but Ebel remarked almost apologetically. "The show realh 
didn't co?t ?o imuli when you stack it up to our annual budget." 

General Foods network shows now on the air include six tv pro- 
grams and nine radio programs, j)laced through the three GF 
ageiu ics : ^ i,K. Henton & Bowles, and Foote. Cone & Belding. 

l)e-'])ite th'i^ hcavj and continuous advertising barrage. Ebel feels 
that the aniiiver"-ar\ >ho\v produced the desired results for GF. "Pub- 
lic r^>^poll-e after the ?liow has already shown us that a lot of people 
learned about a luiniber of products we make that they had not 
previously a>s(Kiate(l with General Foods. ' According to Nielsen the 
program reached 21.0(>0.()00 different t\ homes- —largest audi.en,ce 
in l\ hi>t(>r\ . 

Besides, he added, if he ever recall? the Ides of March with an 
o\erw helming wearine^>s. he need onK flij) through some of the 
thou-an(K of letters from consumers that came streaming in to 
(^.(•noral Foo<l>. to feel that it was worth it. 

He then pointed to a letter from a viewer in Tulsa, Okla., who 
wrote: ". . . Thank \ou for the Kodgers and Hammerstein show. 
. . . 1 won't forget it on in\ next trip to the grocerv store." * * * 
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The Fishins GOOD... 



arid thef big dries are biting 
when you ccsst your line on Detroit's Channel 2 
in the rich Midwest market. 
Use results as your guide, and you'll buy 
the full-power stistioH . 100,000 watts, 1,057 foot tower 



WJBK-TV 



^ DETROIT 

GattdHs 'em while they're watching 
top CBS, Dumont and local programs 

and reel off your own success stofy 

Id mafclhl ffse hundreds Tn our files* 




On an average day she sees 
41 TV Commercials 



Some make a 
<- bigger dent 

than others 




YOUNG & RUBICAM, INC. 

ADVERTISING • New York Chicago Delroil Son Francisco 
Las Angeles Hallywaad Manlreal Tarania Mexico Ci/y Landan 
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Thesa will be some of hat subjects official and unofficial at NARTB Convention 




Preview of the MRl Convention 



n the annals of NARTB convention history 1954 may 
well go down as the year of the "Corridor Clinic." 

The number of these informal bull sessions in which 
broadcasters and admen hash over their current problems 
with other broadcasters will probably be of record pro- 
portions. 

That's because a record number of major headaches, 
problems and unresolved puzzles confront the radio-tv in- 
dustry as the 32nd Annual NARTB Convention gets ready 
to roll at Chicago's giant Palmer House next week. 

Whether they plan to attend the con\ention or not, ad- 
men will do well to take careful note of the subjects due to 
be discussed at these "Corridor Clinics." 

Like a mirror held up to the industry, they reflect the 
doubts and fears as well as the latest plans and proposals 
of the nation's broadcasters from the largest and oldest 
radio stations right down to the newest uhf outlets. 

As the general manager of a Midwestern am-tv outlet 



told SPONSOR recentl) : 

"\^Tiat's decided at this convention, on and off the 
cigenda, will affect this entire industry for jears." 

What will be the hottest topics of corridor confabs? 
W'hat do the estimated 2,500 broadcasters, admeu, exhibi- 
tors and reps who plan to attend the convention hope to 
see accomplished? What effect will the convention ulti- 
n^ately have on the day-to-day buying of radio and tv by 



SPONSOR at NARTB: here's where 

Agencymen. advertisers and industry executives attending 
the 1954 NARTB Convention at Chicago's Palmer House, 
23-27 May, are invited to stop in at Room 825. There 
they v^ill find SPONSOR-ites Norm Glenn, Bernie Piatt, 
Bob Mendelson. Ray Lapica, Ed Cooper, Wally Engelhardt 
and Homer Griffith on hand to discuss convention topics, 
industry activities. SPONSOR to pioneer dinner on 23 May. 
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Top-level executives of NARTB have planned agenda for 1954 con- 
vention in Chicago which will tackle topics ranging from color tv to 
labor relations. Seen above, left to right: Harold E. Fellows, NARTB 
president; Robert K. Richards, administrative v. p.; Thad H. Brown, 
tv v.p. and Tv Board counsel; Ralph W. Hardy, v. p. of NARTB's 
Government Relations Dept. 

President Fellows told SPONSOR he felt the upcoming NARTB 
Convention to be especially significant to timebuyers and agency- 
men since the meeting will mirror "in conversation and in tangible 
exhibits the complete story of the factors that give radio and tele- 



vision their continued command on listener and viewer habits and 
desires. Now, the timebuyer can understand the current problems 
and opportunities confronting the entire broadcast industry, and 
the individual licensee." 

In the past year, NARTB said, it has achieved many goals, including: 
( I ) a positive public relations program for broadcasting, particularly 
through its Tv Information Committee; (2) met with NCAA to dis- 
cuss problems and costs of sports broadcasts; (3) worked with vhe 
AMA and ADA in cleaning up too-liberal use of "dramatized" medj- 
cal blurbs; (4) sparked new air wage laws to aid industry. 



1^ 




;ul\erliscrs imd c11;l'iic\ men y 

Kiiowiiij; that the 19.11 >»i\KTl) Convention will be one 
of tlic nio.'«t ciutial in the trafic jiioup's hi.'«lor), .'^I'ONsoH 
has soujihl the an?\\er to the-e que--tions for iicarlv two 
months. Some '2r>{) radio and tele\ision stations in all parts 
of the I .S. were polled in a special jio.-ttard snrve\ (see 
top of facing page) to determine what the\ wonld like to 
see accomplished at the eonvention of a construe live na- 
ture. In addition. NAU 1 15 oflit iais. achnen. reps. ecpiipnuMit 
makers, fdm and transcription companies and research 
firms were ([ueried on their con\ention plans anfl problems. 

Here are the half-do/en topics which are therefore likely 
to be hottest at the IUtI Chicago meeting of the .NAKTH: 

' ''f-* I hf tv stations are fighting mad. Man\ feel that the\ 
arc not getting a scjuare break, that on the one hand thev 



bfi Kevin Swvvuvti, prvsUtont 
ISroatlvttst Atlvvrtisittfi f{iirt*oii 

Radio and BAB have both changed a great deal 
since the NAB convention three years ago when a 
rewly-hatched BAB was introduced to the broad- 
casters as one solution to their growing sales 
problems. 

Radio has since proved what everyone was then 
nervously hoping — that it has vitality enough to 
meet any competitive challenge. 

During the last three years Americans have testi- 
fied to that vitality by putting down close to 
$1,400,000,000 at retail just to buy new radio sets. 
Certainly, that's proof beyond the whisper of a 
doubt that radio broadcasters are oFering some- 
thing that Americans are willing to pay for. 

I I'h'dsc turn to p<\i^v I 12 I 



face obstacles and that on the other news of their difliculties 
has been exaggerated so that all uhf stations are marked 
bad. 

"I've got ever) thing — a good signal, a high rate of uhf 
< onversion, a good network afTdiation — everything but 
business," a uhf station owner in a Southern market told 
SPONSOR. '"1 can't fight this battle any more by ni\self. 1 
need advice and help from the NARTB. And. J need il 
right now ! ' 

So far, the biggest stund)ling block for uhf operartors has 
been agency- acceptance, particularly if the station is tele- 
casting in a market w hich is a mixture of uhf and \ hf 
television. 

What can the ISAllTB doV Uhf-men have a number of 
ideas which they intend to present, officially and unofii- 
eially. These range from persuading the XARTH to set up 
special sales clinics for uhf or suggesting a second "freeze" 
to recommending to manufacturers that thev no longer 
make vhf-onl\ sets. 

KvtnurU spat varr'wrs: As admen are fully aware the 
sales patterns of network radio and to some extent tv ha\e 
changed radical!) during the past two or three -ieasons. 
ISetworks arc trying to sell more shows to the small ad\er- 
tiser. the seasonal ad\ertiser and the client who wants a 
short-term campaign, fhis lias meant an increase in the 
number of programs sold on a "participating ' bans, and 
the emergence of packaged availabilities with names like 
"Pyramid I*lan." "Power Plan." "Three Plan " and the like. 

Many a network afiiliate and station rep have objected 
strongly to these network developments, feeling that they 
are "poaching " on spot radio and tv. Accordingly, top net- 
work e\ecuti\es will be on hand to explain to stations the 
reasons for network "spot carriers. " 

\ top-ranking network executive who plan- to attend the 
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^ONSOR PRfcNARia CONVENUM ) 
re's what 1 wouia^^ a constructive nature: 



^ARTl^ Convention 



„,,i-tSmo:rArrto"e:Tc:o:pitrea'it t. 

Here 5 wimv » ,-fiv» nature: 




NARTB 



Convention - of a constructive nature: 



uj^uiJ leK«< +<, -Ike <i*i/el^'««'^ of m^-r^- 
^a.r%o ^*-^^~ 

(Plel^TnlL "r/.^^^^'/'^o see accomplished at 
„„e's vhat I would Uke ^^^^^^^.^^ nature. 
NARTB Convention - 




convention -^r ^^^o\^t'"cuvr^:;„^^'^ 



.Tie (ju. 



^ alow. 



lines 



And TV 
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Here s wnoi mnstructive nature: 

NARTB Convention - of a construt 




Convention"-''o f" "co.plLV'e" V 

' "nstructive nature: 
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TO GAUGE PRE-CONVENTION STATION SENTIMENT, SPONSOR SURVEYED SOME 250 OUTLETS (SEE TYPICAL POSTCARDS ABOVE) 



convention summed up much of the networks' corridor 
strategy when he told SPONSOR: "Network radio as we've 
known it in past years just doesn't exist any more, particu- 
larly at night. New sales plans must be developed to meet 
changing conditions, and stations must realize the role they 
have to play in these plans if we are to have network serv- 
ice at all." 

At the same time, a number of broadcasters attending 
the convention hope to use their free time at the convention 
to rally opposition to these network plans. The radio af- 
filiate groups of both NBC and CBS Radio networks, for 
example, plan to have caucus sessions at the NARTB meet- 
ing concerning "spot carriers." The CBS Radio Affiliates 
have already gone on record as saying they would "vigor- 
ously oppose" any move by CBS to set up spot announce- 
ment schedules on the network. In addition a number of 
leading radio reps told SPONSOR they plan to have similar 
informal huddles with their stations to oppose network spot 
plans. 

The TVAB; With competition for the spot tv dollar in- 
creasing because of the general rise in tv overhead and the 
influx of additional tv stations since the freeze, the recent- 
ly founded Television Advertising Bureau is sure to make 
NARTB news, on and of? the convention floor. 

More than a year ago, according to NARTB officials, the 
trade group started to gather material and map out tenta- 
tive plans against the day when an NARTB tv promotion 
bureau, along the lines of BAB, might be established. (See 
"Should there be a Television Advertising Bureau," spon- 
sor, 30 November 1953.) Appointment of a committee to 
get the project started has been under study at NARTB for 
several months, gnd the subject is definitely scheduled for 
consideration at the June Board Meeting of NARTB. 
(Please turn to page 108) 



i\ARTtS Cottvettiiott exhibitors 

Exhibits at the 10.34 NAKTI'. Coiiveiitiou will range 
from color tv aud audience research to screenings of 
new tv flhu properties. List below, gathered at press 
time may have some omissions. 

NEWS SERVICES: The A>soriatr<I Press; I ntpriKitionnl N*ow s 
.'Service, Tv Dept. 

RESEARCH ORGANIZATIONS: A. C. .\ielsen Co. 

SERVICE ORGANIZATIONS: Keystone Broadcasting System. 
Inc.; Standard Rate & I>ata ServifC, Inc. 

TELEPHONE: American Telephone and Telegraph Co., Long 
Lines IJept. 

EQUIPMENT MANUFACTURERS: Allied Radio Corp.; Altec 
Lansing Corp ; Ampex Corp. ; Andrew Corp. ; Blaw-Knox 
Equipment r)iv., Blaw Knox Co.; Century Lighting, Inc.; 
Collins Radio Co.; Continental Electronics Mfg. Co.; 
Dage Electronics Corp.; Alien 15. r>ii Mont Laboratories, 
Inc.; Television Transmitter Div. ; Electro-Voice, Inc.; 
Elgin Mctalformers Corp.: Federal Telecommunication 
Laboratories, Television lininch ; Federal Telephone & 
Radio Corp.; The Gabriel Co., Electronics Div.; Gates 
Radio Co.; General Communications Co.; General Elec- 
tric Co.; General Precision Laboratory. Inc.; Gray Re- 
search & Development Co., Inc.; Graybar Electric Co., 
Inc.; The Houston-Fearless Corp.; Hughey & Phillips, 
Inc.; IDECO Div., Dresser- Staccy Co.; International 
Business Machines Corp., Time Div.; Kalbfell Labora- 
tories, Inc., Kliegl Brothers, Universal Electric Stagv 
Lighting Co.; Machlett Laboratories. Inc.; Musicolor, 
Inc.; Phelps Dodge Copper Products Corp.: Phiico Corp., 
Government and Industrial Div.; Presto Recording 
Corp.; Prodelin, Inc.; Radio Corp. of America. Engi- 
neering Products Div.; Raytheon ilfg. Co., Communica- 
tion Equipment Sales; The Rust Industrial Co., Inc.; 
Paul Schafer Custom Engineering: Standard Electronics 
Corp.; Teleprompter Corp.; Tel- Instrument Co, Inc. 
Tower Construction Co., Television Specialty Co., Inc.; 
Willys ilotors, Inc., Electronics Div. 

(Pifase turn to page 108) 
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Why Good lluiiior wont froin 



Firm holds lo:ifl position :i^':iiiist now coiiiiiotitioii 
tliroii^'li seasonal s;i(iira(ioii aiinoiiiiceiiieiits 



uriiis the hot months the Good 
Humor man i* as familiar a sight on 
inan\ t ity s-treet- a> the niaihnan. The 
sound of the hell on his truck repre- 
sents nuilti-flavored Good Hunior pop- 
siclev to kid> in city neighborhoods. 
But to the Good Humor Corp., it rep- 
resents over 30 \car> of growing 
j)rorit.-. 

Stran"el\ enou"h the firms success 
was a<.liie\ed without advertising. 
Then, three \ears ago Good Humor's 
management allocated a $100,000 bud- 
get for a >ummer eampaign. This }ear. 
Good Humor is putting its entire S225,- 
000 budget intt) an eight-week satura- 
tion radio-lv camjjaign ( through l)a- 
\ id J. Maiiomn I . 

\\ lial are the rea>on» for this re\ er- 
sal of nianiigenieiit polie\ ? 

Competition. Troni its birlh in l'J2(>. 
Good Humor Corp. faced cf>mpetition 
from store-M)ld ice cream. Then in 



case 



lllillllllllll 
history 
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the Thirties a nundjer of well-estab- 
lished ice-cream manufacturers like 
Borden's began selling their ice cream 
through trucks on a franchise basis. 
But Good Humor maintained its su- 
premacy among street-vending ice 
creams throughout the War. 

Since World War H, however, a 
large number of local and regional 
>treet-\ ending ice-cream operations 
lia\e grown up in competition with 
Good llumoi Corp, Like Good Humor 
tliey concentrate in large and well- 
populated metropolitan centers. 

Howard Johnson, for example, be- 
gan operating a fleet of trucks with 
the well-known Howard Johnson trade- 
mark about four \ears ago. Today 
Howard Johnson has about 400 such 
trucks IM) to loo in the \ew York 
area, which is Good Humor s own be-t 
market; 50 to 75 trucks in New Eng- 
land, where Good Humor has no di-^- 
tril'Ution at all. However, when Good 
Humor expands ii>; distribution, the 
firm will have advertising experiem e 
that will be iinnluable with estab- 
lished competitors in new market*. 



In New York alone independents 
like Bungalow Bar and Judy Ann ice- 
cream vendors vie for the kids' 12c. 
Price, incidentallv. poses another com- 
petitive problem for Good Humor: 
Good Humors cost 15c each. 

Some 98*^ of Good Humor sales 
come from street- vending vehicles — 
truck-, cart^. tricycles. The bulk of 
these sales comes from eight large 
metropolitan centers only: New York, 
New Haven. Philadelphia, Baltimore, 
Cleveland, Detroit. Chicago and Los 
Angeles. Good Humor has radio and 
tv advertising in each of these cities. 

In summer 1953 when Good Hunior 
fir.M put 100',' of its ad budget into 
the air media (through David J. Ma- 
honey), about 40''( of the $175,000 
budget went into radio. 60^^ into tv. 
The 1954 campaign follows approxi- 
mateU the same pattern, with a SOT 
budget increase as the onK major dif- 
ference. 

Here's how Dave Mahoney, presi- 
dent c>f the agency as well as Good 
Humor account executive. exj)lains 
Good Humor's strategy: 

■'Lss( niialK . we use tv to get tlie 
kid audience, radio for mixed adult 
listeners. 

"Our t\ < ommercials are placed ad- 
jacent to kid -how? during weekday 

SPONSOR 
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'"'•IMOIID," 



With advertisintf Good Humor maintains No. 
One position against postwar competition. Satura- 
tion radlo-tv announcements during short summer 
season stress identifiable bells on Good Humor 
trucks as well as quality, cleanliness and service 




to %mm on air 



afternoons and on Saturdays. But, 
though the entire tv effort is geared 
to kids, with some live, but mostly 
animated commercials, we also reach 
a sizable housewife audience. 

"Our primary reason for using ra- 
dio is to get the out-of-home listening 
audience. Good Humor's radio com- 
mercials are therefore concentrated 
over the weekend to cover adults in re- 
sort areas or driving along the high- 
ways." 

Since the two air media are being 
used to reach two distinctly different 
audiences in different atmospheres, the 
buying pattern has been the following: 

Tv commercials, both 20- and 60- 
second animated cartoons, are seen in 
children's participation programs. 
Western films, adjacent to space ad- 
venture shows or films with kid appeal 
during mid- and late-afternoon on 
weekdays. Saturdays, and to a lesser 
degree on Sundays, they're scattered 
through the kiddie progranihig block. 
Young viewers are generally snack 
conscious while glued to their tv sets. 
Tv commercials are supposed to key 
them to the sound of the bell on the 
Good Humor truck when it passes by. 

Radio commercials, one-minute long 
combinations of musical jingle and 
hard sell, are concentrated on Satur- 



days and Sundays when adults may be 
listening to their sets on beaches or 
out in the country. They're also placed 
adjacent to sports and newscasts dur- 
ing the late-afternoon hours on week- 
days when people are driving home 
after work, as late as 8:00 p.m., when 
they may be out for a refreshing drive 
after dinner. Since Good Humor 
trucks are rarely on the highways or 



streets after 8:30 or 9:00 p.iti., no com- 
mercials are placed after that hour. 

Since close to 60% of Good Hu- 
mor's sales come out of the New York 
metropolitan area, the air campaign 
is most concentrated in the New York 
market: From the end of May through 
July Good Humor commercials will be 
heard over eight New York radio sta- 
[Please turn to page 122) 




"Friendly Good Humor Man" appeals to 
adults in musical radio jingles, to kids in 
animated tv cartoon commercials 




Dave Mahoney uses the two air media to appeal to two distinctly different 
potential Good Humor consumers. Radio commercials are aimed at a mixed 
adult audience. Tliey 're concentrated during the weekend to reach adults 
at beaches or out in the country when they're listening to car radios or 
portable sets. Radio announcements are also scheduled during late afternoons 
and early evenings when people may be driving home from work or out for 
an after-dinner drive along the highways. Good Humor's tv advertising is 
geared to the youngsters: animated cartoon commercials are bunched into 
the kiddie programing blocks on weekday afternoons and Saturdays, as well 
as adjacent to Saturday adventure or Western film programs with kid appeal. 
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i week at BBDO 




SPONSOR editor goes behind doors^ of 
nation's top air agency to see wiiat makes 
it tick. First part of 2-part series 



BBDO President Ben Duffy shows appointment book td 
SPON^r's Jaffe as.secretary Rita Fitzgerald looks on 
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by Alfred Jaffe 

he week was over. 
It was 5:30 p.m. when I walked to 
the bank of elevators on the sixth 
floor of 383 Madison Ave. x\pw York 
City. 

It could have been almost an) other 
of the nine floors oc€U])i<*d by Batten, 
Barton, Durstine & Osborn, inc. They 
all look pretty much alike: a forest of 
five-foot glass and metal partitions 
framed by a belt of offices. 

I looked back for a moment. It was 
quiet. BBDO's working day ends at 5. 
A giant replica of a pack of Lucky 
Strike poked up above the partitions 
as if it were waiting for midnight to 
come alive and start dancing or what- 
ever giant cigarette packs would do at 
midnight. A near life-size cardboard 
photograph of Dorothy Collins seemed 
to be telling me I should go out and 
get a pack of Luckies right away. 

There were a few vague sounds of 
activity. I recalled a paragraph from 
a booklet BBDO gives to all new em- 
ployees: "Because BBDO is a friendly 
place — and an extremely busy one — 
people sometimes hang around after 5, 
even come in on an occasional Satur- 
day. There isn't any law against it — 
if there's a rush job that has to be 
done." 

It actually wasn't much quieter than 
during working hours. There is a 
quiet, intense hum about BBDO at 
work, a sense of everyone doing his 
Job in a business-like, unspectacular, 
unselfconscious way. The sixth floor 
could almost be the accounting office 
of a large, impersonal corporation 
((minus machines), though BBDO is 
anything but impersonal when viewed 
from the inside. 

There was little to indicate among 
this forest of partitions that BBDO 
bought nearly $140 million worth of 
advertising last year or that it is first 
in radio-tv billings and is up to its neck 
in glamorous video. 

I was trying to sum up BBDO. 

Is it a large, efficient advertising 
machine? Yes. BBDO men and wom- 
en turn out 10 du Pont advertisements 
for print alone during every working 
day. 

Is it an informal creative advertis- 
ing group? Yes. Its "brainstorm" 
sessions are free-wheeling affairs where 
rules are thrown out the window, 
where even the screwiest ideas are 
where 



out like water from a fire hy<lrant 
turned on full force in the hope that 
some diamond ma\ be found among 
the dross. 

Does that sum np BBDO? There 
was still more to it. 1 remembered 
Charlie Brower telling me: "BBDO lias 
no classy front. Some people may 
think of us as country bumpkins com- 
parefl to other agencies, but our cli- 
ents can relax with us. We are honest 
to the point of naivete." Brower, who 
is executive vice president in charge 
of creative services, wa.sn't trying to 
kid. 

Corny? Maybe. But then there's 
that one hundred and forty million 
bucks. 



myself hncking np against the superior 
logic of getting things done. Some- 
times, when I'd ask someone for his 
rille, I'd onl)' get a blank stare or a 
confused mumble from an adman try- 
ing to be lieli)ful but not knowing how. 

\m\1iow, I llion<;ht I had some of 
llie answers. 

On the way to the elevator, I jjussed 
a cigarette disj)ensing machine. I took 
out a (juarlcr and looked for my 
brand. There was a long line of cig- 
arette labels — all Luckv Strike. I 
'^hrugged and put in a quarter. 

^ C{. 

You can't call any single departmen? 
the "heart"' of BBDO. But there's no 
better way to get a good look at radio- 




Assigned to a BBDO cubicle, man from SPONSOR, Alfred J. Jaffe, writes radio commercial 



encouraged, 



suggestions gush 



And then m\ eye fell on an uncom- 
pleted partition of glass blocks. Still 
expanding. The sixth floor was being 
renovated as part of a shifting around 
of offices with the acquisition of new 
space. BBDO's growth seems almost 
relentless. 

A week before I had come to BBDO 
to find out something about the rea- 
sons for this growth, to see how the 
agency ticks. I talked to people, 
watched wheels turn, did some adver- 
tising work myself. I looked at some 
organization charts, found them a lit- 
tle helpful, a little misleading. In ni) 
anxiety to set up a simple, logical de- 
scription of the organization, I tried 
pigeon-holing everything. But I found 



tv advertising at the nation's top radio- 
tv agency than by going behind the 
doors of the radio-tv copy and art 
department. 

Top man there is Art Bellaire. a 
friendl) unassuming chap who, when I 
walked in. had one leg draped over the 
arm of his chair, displaying green 
socks with a blue suit. He was talking 
with commercial writer Hal Longman 
about some orchestral effects for some 
new radio commercials. 

When Longman left. Bellaire ex- 
plained: "You can do an awful lot 
with radio commercials nowadays that 
vou couldn't do in the old days. Be- 
cording techniques and better record- 
{Article continues next page) 
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BBDO BILLINGS 



1929 $32.6 million 

1930 31.4 million 

1931 26.6 million 

1932 17.3 million 

1933 14.8 million 

1934 16.2 million 

1935 15.7 million 

1936 19.4 million 

1937 20.3 million 

1938 17.5 million 

1939 ... 20.2 million 

1940 21.7 million 

1941 23.5 million 

1942 25.2 million 

1943 27.6 million 

1944 33.7 million 

1945 „ 43.0 million 

1946 50.4 million 

1947 59.1 million 

1948 71.3 million 

1949 81.4 million 

1950 87.4 million 

1951 104.1 million 

1952 118.0 million 

1953 . 137.5 million 



iiij: that's one of the hig reasuns. 
^ Ou < an ii-e ii 1 l-pi('< e orchestra and 
iiKike it >ouikI Hke 50. It's only a 
niattiT of [iiittin'T tojretlier identical 
>oiin(I tr;Rk.«. Kven sound tliat )ou 
don't |)lay around with sounds l)rtter. 
You'd Ije amazed at some of the te( h- 
nical tri<ks )ou can do." 

riie c()n\crsati(jn veered around to 
1 5rl hi i re's. de|Ki rt iiient. 

lie tli(ju<:lit for a moment. "Let's 
.-oe. I've got about .'?0 radlo-lv writers. 
'1 lieii tliere's. ahout a dozen art people 
under Larr\ Berber w ho work on com- 
mercials. You might he interested in 
thi- gu\ Hill iMogernian. He's in my 
de|jartment and he's scientific adviser 
on all accounts, lie hel|)s the space 
people, too. Yes, he writes some com- 
mercial co|)y, too. Works on industrial 
institutional accounts like du Pont, 
V. S. Steel, General Electric. He's a 
lot of hel]) when the commercial writ- 
ers visit a factory to ])ick up informa- 



Bob Foreman, right, v. p. In charge of tv at 
BBDO, shows SPONSOR'S Jaffe list of 24 vid- 
eo network shows now used by agency clients 

tion. I)ill can talk to the technical and 
research people at the factory on their 
own level and then explain things to 
the w riters on iheir level.'' 

IJellaire started as a space writer, 
was in that joh two years, then trans- 
ferred o\er to the radio writing depart- 
ment under Hoh Foreman. When Fore- 
man hecanu' head of the tv depart- 
ment, Bcllaire moved into Foreman's 
joh. 

"1 like a man w ith space background 
in nn department. The experience is 
important. \ ou can teach the tech- 
ni(pie of radio-tv commercial writing, 
hilt advertising background takes time 
Lo acipiire. We have space and radio- 
t\ writers work together as much as 
pos>iible. 1 guess \ou can sa\ the space 
people have created more campaigns 
in the past, but the radio-t\ group is 
(loiii<: more in the \\a\ of initiating 
campaigns as tlie% get more experi- 



ence. Don't forget there are about 
three times as many space writers as 
radio-tv writers. S|)ace writers as a 
group ha\e been around longer. 
They've got five \ ice presidents over 
there. We don t have any. 

"Don't get the idea that radio-tv 
commercial writing is just an exten- 
sion of space w riting. Not at all. When 
you do something like tv animation, 
you'\"e got something entirely difTer- 
enl. You'll see what I mean in a cou- 
ple of minutes. We're got three guys 
here who work on Lucky Strike com- 
mercials. I'm ha\ ing them come in to 
bat around a few ideas for some new 
commercials for Roval Crown Cola." 

The trio came in a few minutes later. 
There was Gran Burland, 27, stocky, 
bounc), with expressive features; Bob 
Kroll, 31, husky, with cropped blond 
hair and a cigar tilted at an angle in 
his mouth; Dick Mercer. 30. thin, me- 
dium height, who walked in imitating 
Red Buttons. 

Bellaire explained the problem. 
"We've done some RC commercials 
with a barn dance theme. They were 
basically simple and direct. ' 

"Animated?" asked Burland. 

"Yes.'' answered Bellaire. ^T'll get 
you some storyboards so you can see 
what they were like. The new ones 
are to be animation, too." 

Someone walked in swiftly, wrote a 
note onBellaire's pad, whispered sonie- 
thing in his ear and walked out. 

"Point of order, Mr. Chairman," 
said Mercer. "1 think we should all 
see that message. We cannot let in- 
sinuations confuse this hearing." 

Bellaire grinned and continued: 
"The new commercials should be mor€ 
sophisticated. You know the teenagers 
. — and that's who we're trying to reach 
— are pretty hep nowadays. They're 
exposed to a lot of stuff on tv and a 
lot of good t\' commercials. 

"Now, you don't have too much to 
sav about a cola drink but you've got 
a minute to say it. I don't have any 
particular ideas. Anything goes, as 
long as it's good. You can start from 
scratch if you want, except that we ve 
got a jingle theme that should be 
worked in. You can modernize it, if 
)ou want to. 

Burland. the piano-pla\ ing member 
of the trio, asked; "What about the 
music?'' 

■'All we've got is a sound track of 
voices singing the jingle with a cal- 
liope effect. " said Bellaire. "You can 
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use that if you want to." 

"Can we use an orchestra?" as^ked 
Mercer. 

"If you Iiave a good reason for us- 
hig one, use one," said Bellaire. "You 
can simulate music, if )ou want. For 
all I care, you can use a comh and 
toilet paper." 

, Burland put in ; "In other words, so 
far as cost goes, the sky's the limit 
but there's no money." 

Bellaire ignored the crack. "One 
last thing. Don't get the idea we're 
only after teenagers. The commercial 
should he interesting enough to at- 
tract adults." 

Burland said: "I get it. Roughly, 
from 6 to 60. It's practically on the 
air. 

After a little more discussion the 



trio decided to meet that aftoriKtoii at 
3:00 p.m. in commercial writer Joe 
Iloriishy's ofltce, where there is a 
piano. 

^ ^ ^ 

We gathered on the dot in llorns- 
hy's ofTicfi. I had met Moriisby at a 
hrainslorm session that same morning. 

"Wliat you don't know.'" said Mer- 
cer, "is that Joe Hornshy is 'Mr. Mu- 
sic of Madison Ave.' "' 

Honishy works on jingles for all ac- 
counts. He also writes cojiy for HC 
and Wildroot. Together with l\ay- 
mond Scott, conductor of the //(/ I'a- 
rade orchestra, Hf)rnsl)y worked out 
the "Be happy, go lucky" I heme, as 
well as those now used for Crosley and 
Schaefer. Hornshy, who does {-ojiy 
as well as music, has been a Bl*d)0 



man lor l.S years, lie had ju>t -ollab- 
oiated willi Boh Foreman on a song 
callc<l, "The Wrestler's Polka. " 

"Mind if I watch you animation 
geniuses'.''" a^ked Hornshy. 

"We'd love it," said Pmrland. "We 
work best in front of an audience.'" 

"Hey, we need you," Kroll said. 
"How does tliat RC jingle go?" 

Ilornsby, who wrote it, bent over the 
piano and sang softly : 

1\C makes you jeel lilie new. 
Feel like new? 
Feel like new. 
l\C's best by luslc-lesl, loo. 
Get Royal Crown Cola today. 
The session started off, after a little 
gif)ping, when Mercer said: "Hey, 
here's something. You see a juke box. 
i I'leasc turn to page 136 1 



Three men OSl CI commercial: Senior Editor Jaffe watches Bob Kroll, Dick Mercer. During creative session pictured they talked 
as trio from rad'o-tv copy department work on animated tv commer- continuously, bounced ideas back and forth until they hit on some- 
cials for Royal Crown Cola. The trio are, left to right, Gran Burland, thing they liked. Description of what went on will be found in story 
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NEEDED: New name for "music libra- 
I ries." Once they were, as sketch above | 

Implies, collections of music transcrip- 
j Hons for radio stations. Now they are | 
services which aid stations in selling; 
provide complete programs. But con- I 
fusion results since no one has coined 



I 

I new name which fully describes func- I 

' tlons performed by today's libraries. ' 

L I 



vcr) week do/.ni* of iuKcrtiscrs 
use music libraiN j)r<)griiiiiing on ra- 
dio slations all o\(m tlie coiiiilr). Yel 
few admen art' aware of tlie role iiiu.^ic 
library j-liows play as \ eliieles for iheir 
>elliiij; iiiessciges. Fewer j-till are aware 
of iiiusie libraries — period. 

Mu.-ic libraries, in fact, are not even 
well under^tooii l)\ some of iheir own 
< u>tomer!-. tlie radio stations. 

W li\ are niu?ie libraries i ()nfu>in}r '? 

.Mainl\ it s semantics. Tlie term iiiU' 
s-ic librarv lor tranx ription library I is 
out of date. Most of llie busiiios in 
tlie field is being done toda\ b\ coiii- 
juinies wliidi are not soIeK iiinsie li- 
braries. 

A better word for tlieiii would be 
jind there's a problem. .\obod\ lias a 
Ix'tter word. Two of llie expressions 
used in llie field are sale- service and 
])ro';rani ?er\ ice. Neither is ade(piate 
to des< ribe a (oinpaiu wliicli gi^ e>- the 
^tation : 

A lrans< riplion library ioiisi^tiiig of 
jibout .").()()() inn>-ieal xdettioiis pins 
niontliK pre^^-ing.'" of new >ongs: 
MTipt>. to a<'coinpaii\ the re<'t)r(U: liiiii- 
<lre(l>- of recorded jingles to use as lead- 
ins for < ()iiini('r( iais; detailed tips on 
selling radio to hx nl advertisers; nier- 
cliandisin'; material for bnal adver- 



ti-ei>-: <omplete program-^ up to an 
lionr in length wlii< h sound as if they 
came from a network .>-tudio (the'^e are 
built out of the library's >elcctions 
plus "voice tra<ks"" by recc^rding 
stars!; promotion and publicity kit? 
for each show . 

Music libraries are of interest to the 
adman who uses radio because of their 
role in keeping the medium healthy by 
stimulating local busineb- (see box). 
But. more directly. tlie\ can represent 
a source of low-cost programing of 
known (pialily for national spot and 
co-op campaigns. 

I his report will suggest how you can 
use music libraries in radio campaigns 
even lliongli as an adman you will 
never lay down a single dollar to buy 
them directly. Hut fir^l. to gel you 
oriented, some background in queslion- 
and-answer st\ le. 

'I- //7k// was llie on'pnal junction of 
rnusic libraries? 

You couldn't use ordinary phono- 
graph records on the air back in the 
early days. \ soprano sounded like 
\ndy Devine calling the hogs if you 
played a j)lain wax record. The music 
librarie.s filled the gap by supplying 
liigh-(juality transcriptions. These were 
<-atalogued for easy use and kept up to 
date periodically with new releases. 
You got everything from classical to 
waltz to folk music. Plus pop tunes in 
arrangements made exclusively for the 
s-tations. 



*!• What are the economics of the 
hu sin ess'/ 

Librarie^ are set uj) on a rental 
ba>-i>. 1 h(> station signs a contract for 
a minimuni u-nally of three years. It 
pays a monthly rental fee ranging anv- 
where from SbO to S;iSO, depending on 
the station, the market and the library. 
Often the library goes to one station in 
a city ex< ln>ively though this isn't true 
in the larger markets. 'Ihe libraries 
are able to keep their rental fee> down 



lllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^^ 

progra ming 
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and still make money because of the 
number of stations thev sell. 



Who are the companies in the 
field? 

Fhere were originally six com- 
panies which provided big all-purpose 
libraries. All six rented on a monthly 
basis. All six issued new disks month- 
Iv. Th eir namee (alphabetically) : As- 
sociated Program Service, Capitol Rec- 
ords. Lang-Worth Feature Programs, 
RCA Recorded Program Ser\'ices 
(RCA Thesaurus), Standard Radio 
Transcription Senices, World Broad- 
casting System. 

I oday three of the companies con- 
tinue in active production of new rec 
ords every month. The other three 
companies have discontinued produc- 
tion and two of them are selling their 
libraries outright. 

Lang-Worth. RCA and World are 
the companies remaining in active pro- 
duction of new monthlv releases. 



Iloir I'lhruries sell riiitt* 

l/nny stations have reported they 
were never able to sell a particu- 
larly tough prospect until they used 
sales aids furnished by music li- 
brary. Libraries gire stations re- 
corded jingles for variety oj spon- 
sors. Station can then write and 
record copy to fit jingle, go to sell 
sponsor with something specific. 
Brochures libraries furnish are 
something specific to sell with as | 
well. They give the salesmen im- . 
I pres.sive art. all the facts needed to J 
. make local client grasp stalure of 
I show. In addition libraries furnish ] 

tips on radio selling methods. They 
I help .station do good job for local | 
.sponsors, can help national and re- j 
1 gional spon.sors as well (see text)., | 
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Associated continues to rent its li- 
braries on a monthly basis (at a re- 
1 duced rate) but has no new releases, 

or program service. 

Capitol and Standard are selling 
their libraries out to existing station 
subscribers as well as other stations. 

Other libraries are: Sesac, C. P. 
MacGregor, M. M. Cole. Sesac is a 
music licensing firm which sells sta- 
tions rights to broadcast music and a 
librar) service as well. Sesac is broad- 
er in range than MacGregor or Cole 
but is still heavier in religious and 
band nmsic than Lang-Worth, RCA or 
World. MacGregor is said to be the 
oldest of the libraries, dating back to 
1928, but concentrates on only a few 
shows. Cole is known for folk. West- 
ern and novelty in particular. Reflect- 
ing the increased emphasis on sales 
services, Sesac says it is upping the 
amount of sales aids for subscribers. 

Q' What are the programs like? 

They retain the flexibility of local 
shows. Disks can be combined to meet 
the taste of area listeners. Yet they 
have the production values of network 
shows. 

Here's what a library show can 
sound like today. 

First there's a theme with smooth 
announcement of the show name. Then 
the local announcer comes on at a voice 
cue to give his opening commercial. 
Back to the nmsic with dialogue from 
stars of the show to mtroduoe it. Then 
frequently throughout the show more 
dialogue from stars. The dialogue sets 
the stage for the music, adds warmth. 
At close there's again smooth produc- 
tion and closing theme. 

Here are some titles of shows which 
suggest the kind of talent available. 

Lang- Worth: Rhythm Rendezvous 
(Patti Page and Ray Anthony) ; The 
Allan Jones Show; Russ Morgan (do- 
ing a d.j. show) ; Mantovani (well 
known semi-classicist). 

(Please turn to page 132) 
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VARIED SERVICES OF TODAY'S LIBRARIES are illustrated by samples above. (Top) RCA 
Thesaurus makes available new merchandising pieces for sponsors of Phil Spitalny all-girl 
orchestra. (Next) Lang-Worth merchandising piece is for Allan Jones show. (Then) Note two 
brochures of World Broadcasting for programs which get away from music alone and add 
variety to programing lineup. Robert Montgomery, Raymond Massey do readings. Library 
services go far beyond those shown here, however. Libraries have recorded jingles for use ir» 
commercials, promotion kits for each show, detailed sales tips. Associated Program Service, 
for example, has recorded sales course by "Mitch" Mitchell for station. 
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.<»ii<<;er life iov |i4>lieyliolflers is aim of 
firiii\s S|io( siiifl iie(\v4»rk air eaiupai^ii 



he Mutropolitiui Life Insurance 
Co. the lonj;e!-t-raiij;e iilaiincr among 
all the liiiiidi eds of acK ertisers in ra- 
dio, lis olije< ti\c is lujlhliig less than 
the iiiiprcn eiiiont of health and loii- 
ge\it\ among the American puhlic at 
large and its 37,()00,()00 polity-hold- 
ers in particular. 

The co)npany is also the most "in- 
stitiitioiiar' of radioV institutirnial cli- 
ents. A word of sell has never passed 
through the li|)s of an announcer em- 
ployed hy Metropolitan. 

\ I't Metropolitan s air advertising 
a])|)roath has a closer resenihlance to 
the hard-headedness of a man drawing 
lip an actuarial table than it does to 
the gushing of a do-gooder. 

Me.tro|)olitaii does something few 
companies could afTord to do. It huvs 



newscasts on 72 radio stiitions and 
uses the commercial time for health 
talks to its |)oIic\ holders (and anyone 
else who's listening). 

I he cuni|)any's 1954 radio budget 
is S1.5 million. Magazines get a like 
amount and about $200,000 is spent 



case history 



illllllllllll 

in other media. 

.Metro|)olitan commercials invite lis- 
teners to write in for free booklets. 
They're cook books, books about vari- 
ous diseases— all related to health and 
ha|)|)iness in some way. Kecjuests for 
booklets are never used as leads in 



The company has been gi\ing away 
booklets ever since 189H (see box) 
and they are an important part of its 
ad\ ertisiiig, though the booklets don't 
actually do any more than mention 
the company name. The booklets are 
well illustrated in order to maintain 
interest in the topics. With this ex- 
perience in the use of visual ap- 
proaches to tell the health story and 
with the company's experience in mak- 
ing mo\ies for school use, television 
might ba\e seemed a natural for Met- 
ropolitan. 

The company's advertising planners, 
however, have never bought a second 
of tv time to date. It's surprising but 
cost is one factor. 

Even though Metropolitan is the 
world's 



biggest 



non-governmental 



IVIost popular: 'Youi Hearf," which receives most re- 
quests of any booUet on weelts it is offered. Different booUet is 
offered each weeli, "plugged" on all Metropolitan announcements 
during wee It. More than one booUet a second is given away yearly. 
About 85'( of Metropolitan policyholders are covered by show lineup 




Here's the 
Metropolitan 
Booklet you 
asked for 



he 1i lub till we O"" 
01 Iht Mit (w tw offn 





YOUR HEART 



Local tie -ins: Allan Jac Itson, CBS Radio newscaster, 
airs firm's institutional messages over 22 stations, Iteeps in close 
touch with Metropolitan (he's shown here at top of firm's tower). To 
tie in with local Metropolitan agents he occasionally broadcasts from 
afTiiiafed stations. Metropolitan keeps agents updated on ad strategy 
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A FRIEND 
1^ IN NEED 




ISAFRIENQ. 
INDEED^^ 



i HINTS 
OR 

HOME 



^COMPLIMENTS OF THE 

^METROPOUTANUFE 
INSURANCE CO. 

I^CORPORATED BY THE 
STATE Of NEV YORK 



First booklet was issued 56 years ago 

Last year nearly 750,000 radio listenors 
requested copies of Metropolitan booklets 
on health. Company's first booklet came 
out in 1898 (left), was aimed at low 
ineome families. Metropolitan gives 
exeerpts from booklets in its radio messages 
which are aimed at iletropolitan policy- 
holders. Eesearch, medical and statistical 
clearance are completed before booklet copy is 
prepared. Anyone can request booklets 
and to build prestige Metropolitan does 
not use names as leads. The company puts 
nearly half of its budget into radio. 



I 



financial agency, it does not have un- 
limited sums to spend for advertising. 
Its assets are about $12.3 billion; it 
has S56.1 billions of life insurance in 
force. But it is so limited by law as 
to expenses that any substantial entry 
into tv would have to come out of its 
other advertising expenditures. 

Metropolitan is far too satisfied with 
results from the radio portion of its 



ad spending to consider making radio 
money the source of a tv budget. The 
company feels it has a format which 
continues to yield results in terms of 
public education and booklet requests 
with no signs of decline. 

Metropolitan, through Young & Ru- 
bicam, buys early-mornmg spot radio 
on 3.S U.S. and nine Canadian sta- 
tions. Mostly it's 1.5-minute local news 



that the company buys with just a few 
five-ininute news shows. 

In the morning Metropolitan also 
buys eight CBS Radio (Pacific Coast) 
outlets, sponsoring Dave Vaille Neivs 
((">:15-o:30 a.m.). In the evening it 
l)uys a CBS Radio network of 22 sta- 
tions for Allan Jackson and the News 
(6:00-6:1.5 p.m.). 

The sam<! announcements are used 
each day on all the spot programs as 
well as on the network news. (There's 
an occasional exception when local 
conditions warrant; more on that lat- 
er on in the story.) 

The great majority of Metropoli- 
tan's programs are confined to the 
early-morning hours except for the Al- 
lan Jackson news show. But Metropoli- 
tan does buy time at other times dur- 
ing the day and has no set curfew hour. 
The comjiany is interested in any time 
at any hour which it feels can deliver 
results. (See station list below.) 

Once in a while stations are 
changed. This happens when the mail 
pull from a certain station over a pe- 
riod of several months and in rela- 
tionship to other stations operating 
under similar circumstances indicates 
that the particular station in question 
has saturated its listening area with 
Metropolitan's messages. 

{Please turn to page 92) 



Metropolitan uses these stations for its network, spot news shows 



^ Locfil uews shows are on 
44 U.S., Canada stations 

STATION eiTT LOCAL BROADCASTING TIME 
WBAL, Baifinore . 8-8:10 a.m., M,W,F, alt T, Th, Sa 

WINR, BInghanton _ _ 7-7:15 a.m., M-F 

WEEl, Boston _ 8-8:15 a.m., M-F 

WBEN, Buffalo 7-7:15 a.m., M,W,F, alt T, Th, Sa 

WBT, Charlotte 8-8:15 a.m., M,W,F 

WLS, Chicago 6:59 a.m., M-F 

WMAQ, Chicago 8:45-9 a.m., M-F 

WLW, Cincinnati...,..., , _„., 12-12:10 p.m., M-F 

WGAR, Cleveland 8-8:15 a,n., M-F 

WJR, Detroit „ 5-5:15 p.m., M.F 

WHP, Harrisburg 8-8:15 a.m., M-F 

WTIG, Hartford. ,..„,.,„, 8:15. 8:30 a.m., M-F 

KPRC, Houston „.,,.,, 8 8:15 a.m., M.W.F 

WIBC, Indianapolis _ 8.8:15 a.m., IVI,W,F 

WHAS, Louisville „ „...7-7:l5 a.m., M . F 

WGBS, Miami _ ,. 8 8:15 a.m., M-F 

WTMJ, Milwaukee _ 8:55-9 a.m., M Sa 

WWL, New Orleans ,„..,.., 8-8:05 a.m., M-F 

WCBS, New York „ 8-8:15 a.m., M-Sa 

WNBC, New York „ 8-8:05 a.m., M-F 

WOR, New York _., ,7:30-7:45 am., M Sa 

WOW, Omaha _ ...^ , 8-8:15 a,m., M,W,F 

KYW, Philadelphia .,.„., 8 8:15 a.m., M F 

I2:i0-I p.m., M F* 

WCAU, Philadelphia. _„....,„ 8-8:55 a,m., M F' 

KOKA, Pittsburgh _ 8:30.8:45 am., M.F 

WPRO, Providence 8-8:15 a.m., M,W,F 

WRVA, Richmond _ 7-7:05 s.m., M,W,F 

•Metropolitan has participations in show. 



STATION CIT\ LOCAL BROADCASTING TIME 
WHAM, Rochester 9-9:15 a.m., M-F 



WHBF, Rock Island 

KGBS, San Antonio, 
KNBC, San Fr.-incisco 
WGY, Scherectiidy 

WARM, Scranton 

WFLA, Tampa 
WILK, Wilkes Barre,, 



7-7:15 a.m.. M Sa 

7-7:15 a.m., M,W,F 

7:15-730 am,, M-F 
8:05.9:15 a.m., M-F* 
7:10.8 a.m., T, Th* 
. 6:35, 7:35, 8:35 a.m., M-F 

7:45.8 a.m., M.F 

7:30.7:35 a.m., M-Sa 



CANADA 



CBF 

CJAO, 

CKAC, 

CBO. 

CHRC, 

CBL, 

CFRB 

CBU, 

CBW, 



Montreal 

Montreal ., 

Montreal 
Ottawa.., 

Quebec 
Toronto 

Toronto 
Vancouver. 
Winnipeg . 



.7:55-8 a.m. (Fr.)— M F 



1030-10:40 p.m., M-F 

. 8-8:05 a,m.. M F <Fr.) 

7:55-8 a.m., M.F 

8:55.9 a.m. (Fr.) M F 

7:55.8 a.m., M F 

12:20 p.m., M F* 

7:55-8 a.m., MF 

_ 8:45-8:50 a-m., M F 



2 Tiro shows on Ihnited 

neticorks carried by CBS 

ALLAN JACKSON 

Monday Fridny 6:00-6:1,') p.m. 
.'STATION CITY 

WGAU ~ ATHENS, GA. 

WAGA ATLANTA 

WEEl BOSTON 



STATION 

KSUB 

WBBM ... 

KVOR 

KRLO 

KLZ 

KID 

KMBC 

WREC 

WCCO .... 
WLAC ... 
WCBS ... 

KJRL 

KMOX 

KSL 

KOPO 
WTOP 
KFRM 
KOOL . 
WFBL 



CITY 

CEOAR CITY, UTAH 

CHICAGO 

..COLORADO SPRINGS 

DALLAS 

DENVER 

IDAHO FALLS 

KANSAS CITY 

MEMPHIS 

M INNEAPOLIS 

NASHVILLE 

NEW YORK 

POCATELLO, IDAHO 

ST. LOUIS 

SALT LAKE CITY 

TUCSON 

...WASHINGTON, D. C. 

CONCORDIA, KAN. 

PHOENIX 

SYRACUSE 



DAVE VAILLE NEWS 

(CBS Pacific) Monday Friday R 15-8 :30 a.m. 

ST.VTION CITY 

KNX _ _ LOS ANGELES 



KOIN 

KCBS 

KIRO 

KLAS 

KCMJ . 

KGDM 

KFIR . 



PORTLAND 

SAN FRANCISCO 

SEATTLE 

LAS VEGAS 

PALM SPRINGS, CAL. 

STOCKTON, CAL. 

. NORTH BEND, ORE. 
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WIDE RANOE.OF SPONSOR ARTICLES AND SPECIAL PUBLICATIONS ARE AVAIL. 



Can you use these reprints ? 

i^laiiy off SI*OiVSOH*s artielos aro avail:ilile its low-cost reprints. Iii aclditioii 
.specially propare<l ra<li<»-tolevisioii <lata can lie ordered in liooklet foritv 



Every nrek lo si'()NSt)R'.s ln'iufqunrlei s come tlozeiix of letters and phone caJIs 
Hs/ii'rig (/iiestions nbout past nut/ jutiire articles. Articles are eagerly sought by 
ngermiiien and advertisers for use in guiding decisions, to provide inforrna- 
lion oil sou)e specific aspect of radio-tv, for idea stimulation. One of the most 
jrequently ashed (/uestions is. "Can I get reprints?" 

On these pages youll find the onsuer as to nhat si'0\soK articles and other 
.special material have been gathered together as reprints or booklets. All of 
spo.nsok'a" currently available reprints and other special booklets are described 
lieloiv ivith prices. Many reprints have special prices for quantity orders. 
Others, houever. are in short supply and cannot be ordered in quantities. To 
iirder reprints address a card or letter to <i'<)N>()i{ Services Inc.. 10 East 49 
\civ ] ork 17. \ . ) . 



CASE HISTORIES 

Dr. Piter i}n'scriln:s nulio plume 
givcairtiy, Sofl-driiik C\nn'^ rn- 
<li() >li()\\ ill -lO iiinrkcts ciui-c^ >alc^ 
liirrca-e< up Id .")()()'( 1 5 Oi tolici 
19.1.^1. Price: HK .'ii.ii. 

Iltnv to put over u rvghnial hrcr. 
Fal^talT. rcfiiuiuil lu>cr. < (>iii)ictc.- witli 
national. l<H al prndiK t~ uilli li<'l[) i>f 
S2 million air I'lFort. iiiaiiih radio 
>,)()rl- I'.'A) June 19:^2). l'ri<-c: \0i-. 



/.0.^^»/l^/v.S; ratli«>'s biggest iratcli 
(ulvertiser. One of top l', S. walrh 
(irni^ -p(Mid> .'^.'^ iiiillioii aiinuallv lo 
Maiikcl I.T iiiillioii radio Iioiiies daih 
with one (II iimre l>road<-a-t;- i5 April 
I9.>|.|. I 'rice: 10<- ea. Ii. 

W hy till 1 1 haiihs in Kingston use 
rtulto. I Vrsoiiali/ed .^elliii^. prcmiuni 
olTci-. (Miuitioiud apiR'ai arc new trends 
in liaiik ad\ crti^inj; (30 \o\('ndK'r 
I9ri.'{>. I'ricc: sinsic copic-. 20c; 10- 



50 copie*. lie catli: 100 or Jilorci 
10<- each. 

ff/iy Morton Salt likes nighttime 
spot radio. After four years on night- 
time radio firm finds impact increas- 
ing, especially in established t\ mar- 
kets (10 Aup^ust 1953). Price: single 
topics. 20c; 10-.50 copies. 15c each;, 
100 or more, 10c each. 

12 hig spot clients: lioic tliey use 
the medium. Part I includes six ra- 
dio case histories. <:i\es 10 \\a\s that 
>pot Irrings ad\crtiscr flexibility (14 
DwcndxT 19531. i*rice: single copies^. 
20<-; 10-50 copicv. 13c each; 100 or 
more. 10< each. 

/- hig spot clients: how they use 
the uietlium. Part II includes six 
t\ case historic;- showing how tv spon- 
sor gets llexibilily plus visual impact 
(2<! December 19.531. Price: single 
(•o|)ic^. 2i\': 10-50 copies. 15c each; 
100 or more. 10c each. 
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Big tv problem: 
mnlini! (he seis 





^iREPRINTS. TEXT BELOW GIVES COMPLETE LIST OF AVAILABLE REPRINTS, PRICES 



COMMERCIALS 

DonU JllSX your JIISGLE. Robert 
Saiide. president of Song Ads Co.. 
Hollywood jingle firm, tells how to 
avoid pitfalls in planning singing com- 
mercials (22 February 1954). Price: 
1.5c each. 

So you think you oiin your oicn 

jingle! ASCAP claims performance 
rights to man} jingles, duns stations 
for airing them (.5 \o\ ember 19.511. 
Price: 10c each. 

You cun''t sell n product yon (lon''t 
knoiv. Veteran radio and tv announcer 
tells advertisers, agencies how to im- 
prove commercials (8 March 19.54). 
Price: 1.5c each. 



FILM 

Tips for beginners on how to 
inuke good tv commercials. Tv 

veterans and novices alike will enjoy 
agencywoman's anecdote-|jacked arti- 
cle on how to get most for least (22 
February 19541. Price: single cop- 
ies, 20c; 10 or more copies. ].5c each: 
100 or more. 10c each. 

157 million feet of stock /«' film: 

Are \ou getting most from it^ How 
to use stock film footage in t\ shows, 
commercials. Includes sources, prices 
(14 December 19531. Price: single 
copies, 20c; 50 or more copies. 1.5c 
each; 100 or more, 10c each. 



INDUSTRY DEVELOPMENTS. PR OBLE MS 

Should there be a Television Ad- 
vertising Bureau? Includes blue- 
prints of objectives, budgets for such 
a group, describes operati(jn of simi- 
lar groups in other media (30 Novem- 
ber 1953). Price: single copies. 20c: 
50 or more copies. 15c each: 100 or 
more. 10c each. 

What sponsors can leant from 
HMl clinics. Advice given at .53 BMI 
.-essions can be applied 1)\ admen to 
local-level sponsorship (2 November 
1953). Price: 1.5c each. 

Why don^t radio salesmen ever 
come to sell me? Veteran radio-tv 
{Please turn to page 1 04 I 




i 



T V €livtioiia ri// fi« iirf booU 
tU'fiiH's mvtlhnn'ff vocahularf/ 

liooklet contains ABC's of tele 
vision. Present edition is avail 
able free to suliseribers ; extra 
fopies, $2 each. 1!).j4 version 
now in preparation. Includes 
definitions of more than 900 terms 
plus tabular data, translations 
of tv's "sign language.'' Hand- 
hook was prepared by Herb True, 
assistant professor of advertising, 
University of Notre Dame. 



Ha€lio-tv f*i-o</r<iiii (iiiide 
iiit'fiirle.v station profiles 

spoxsok's I!>.')4 Program Guide, 
just off the press, has programing 
profiles of 1.5(is radio, 273 tv 
stations. Subscribers get free 
copies; extra copies, ?2 each. 
Guide includes directories of 
specialized programing plus sta- 
tion breakdowns into number of 
hours devoted to various cate- 
gories. Lists key advertisers who 
program to si)ccial segments. 




BALTIMORE- 

th« city of white morble steps... 
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Do radio and i\ move pods? 

Part 2:1 ol SIMKXSOIt's 25-artiele All-Media Evaluation SUidy 47 
lio:ivy air aclvortisors ciii results f>f liroacleastiii^' eaiiipai^iis 



Jfjf o\s well do radio and Is ^cll? 

W'luit lire liie rtMsoii' for tlicir ahil- 
it\ to move <:oods':' 

I low do tlu-y rate in relation to print 
and outdoor? 

Have you proved to )()ur o\mi satis- 
faction that usinf? radio and Iv lias 
made a difleroiH e in your sales? 

1 lic^e arc the four basic (juestions 
sl'oNsOK sent the 200 leading adver- 
tisers and some SO new air advertisers. 
In addition ahollier questionnaire was 
mailed separately to most of the same 
advertisers regarding business condi- 
tions and whether they were stepping 
u|) or trimming their advertising bud- 
gets, including radio and Iv, this year. 

A total of 66 advertisers responded 
to the two (juestioiinaires. Of these, 47 
u>e radio and or tv. '1 he 66 will spend 
S178 million this year, nearly $50 miJ- 
lion of it on air tnedia. 

How did they answer the four lead- 
ing questions? Here is a suniiuary of 
their <'omment; : 

1. T\ is the hottest medium in the 
histor) of advertising. lUit anyone 
overlooking radio, which is both pow- 
erful and chea|3, is going to lose out. 

2. Radio moves goods because it 
can project the ]3ersuasivene>s of the 
human voice . . . lets tlie listener listen 
while he or she is doing something el-e. 
Tv sells because it dominates two of 
the five sense organs simultaneously 
for the first time in the history of 
advertising. 

('"After color, I expect the next big 
de\ (•l()])ment in tv will he sinellevision,'' 
a famou~ re-earch director of a lead- 
ing agcn* \ told si'ONSOH. He wa>^ re- 
minded that George Orwell bad in- 
vented "feelies"— iran^mi'^sioii of touch 
sensations for his nio\ ics in /9/? /. 
Thinking this over, he fiiialb re- 
imirked: ''Well. 1 guess we already 
ha\c smelle\ isioii. Hut wait till ihev 
start transmitting touch and ta te sen- 
sations into the lionic!" ) 

3. .Most big ad\ertiscrs like to keej) 
their buduels fairU balamed he! ween 



hy Ray Lnpicn 

air and print. They therefore find 
every medium useful and would rather 
lose an arm than one of the basic me- 
dia, including outdoor. The tendenc) 
U> Use more air, however, in relation to 
j)rint seems clear. esj)ecially with the 
grow th of teles ision. 

4. Few major ad\ertisers have been 
able to correlate specific media and 
sales but almost all agreed they had 
satisfied themselves that radio and tv 
lia\e boosted their sales or they 
wouldn't he using them. 

Richard Dunne, media research di- 
rector of Sullivan, Stauffer, Colwell & 
Ba\les, gave ns access to a recent me- 
dia study from which we are using 
two charts. The first chart (on this 
page) gives a clear indication that tv 
has reached major stature in a rela- 
tively short time. Tlie chart on the 
fohowhig page ^hows that despite the 



marked increase in the use of tele- 
vision, most of the million dollar ae- 
count* use tv in varying degrees. The 
inij)lication that can be drawn from 
this is that as of the present tv i-^ re- 
garded by sponsors as a more impor- 
tant medium for some products than 
it is for others. 

This article will summarize the com- 
ments of leading advertisers on how 
they feel about the air media. Details 
of three recent tests shov\"ing the sales 
( ffecliveness of radio and tv, two of 
them sponsored by NBC, and a full 
report on Dick Dunne's confidential 
agency survey of media trends and 
usage will be published in future issues 
of SPONSOR. 

Whut fofxf tttlvvrtisvrs suy: Re- 
turns to the radio and tv questionnaire 
were divided into 10 categories, Big- 



Bigger you are the more radio^ tv you use 





All AdvertlMrs 
(2300 natl.) 


Million-Dollar 


TELEVISION 


19.4% 


26.7% 


35.6% 


RADIO 


17.7% 


19.9% 


16.9% 


MAGAZINES 


30.8% 


27.2% 


16.7% 


NEWSPAPERS 26.9% 


26.1% 30.6% 


OUTDOOR 1 5.2% 


Una vail. 


0.2% 



SOURCE: Media Research Department. Sullivan, Stauffer, Colwell & Bayles, based on 1952- 
figures published in "Printers' Ink Annufll" 1953. 

Above chart, prepared by SSCB's Diek Dunne, shows that all national 
advertisers, as a group, tend to use less tv and radio thau print bi\t 224 
million-dollar advertisers split budgets almost equally among four major 
media. S>?(,'r. itself has 52. 5*^^ of its total billings in air media, with tv 
tar ahead. Aireney, founded in liMO. is in the over-.'r'20 million class. 



56 



Stinlti trill /»<• iiii/i/i.v/K'W i^i hanL fdriii. II ritv in luiir tii r<'.v<'riHf r«iiy 



SPONSOR 



gesl was foods and beverages. In this 
group two food companies spending 
some $22 million a year on advertis- 
ing between tliem summarized the 
thinking in the field on radio and tv 
perhaps as well as anyone could. 

The ad manager of the first, which 
spent $12 million last year, one-third 
in radio and tv, and stepped up its total 
budget by 0% this year, said: 

"Both air media are highly effective 
but not necessarily together. Radio 
complements print advertising — it may 
be listened to while doing other things. 
Tv moves goods because it supplies lire 
strongest possible combination of im- 
pulse factors — -sight plus sound. Ra- 
dio, tv, newspapers and outdoor all 
have more local flavor than magazines. 
But radio and tv lack the color oppor- 
tunities of the others. We have proved 
in part that air media have made a dif- 
ference in our sales. While radio and 
tv especially have shown immediate in- 
ci eased sales results, other factors may 
have contributed. " 

The other advertising manager, who 
spends some $10 million a year, said 
this about the air media: 

"I have a good opinion of radio and 
tv's sales effectiveness. I feel they 
move goods because the spoken voice 
on radio and the voice and image on 
tv are convincing and personal. I feel 
all the media are good — it depends on 



the job to be done. Generally 1 would 
say tv is the hottest medium today. 1 
liavp proved to my own salisfarlion 
that using radio and tv has made a 
difTerence in our sales." 

The ad manager of a food company 
spending $3 million says: "Tv's sales 
effectiveness is excellent, but the me- 
dium is too expensive. Radio is still 
a powerful sales medium which should 
never be overlooked in planning ad 
{■ampaigns." 

'Ibis executive allribules air's abil- 
ity to move goods to the fact that it 
has a "captive ' audience. 

A San Francisco food company re- 
sponded as follows: "Both air media 
can be very potent if properly used for 
the right products, under the right con- 
ditions — -a statement which would ap- 
ply equally well to almost any adver- 
tising medium! We feel tv particu- 
larly can move goods because it can 
demonstrate them. As for rating the 
media, we pick tv, radio and news- 
papers for immediate action at the lo- 
cal level (also outdoor when so used). 
We like magazines more for the long 
haul." 

Arnold C. Graham Jr., advertising 
manager of the Goebel Brewing Co., 
says sales effectiveness of radio and tv 
is high "when the program, the com- 
mercial and the time are right. He at- 
tril)utes their ability to move goods to 




Francis (Frank) MInehan, v. p. and media di- 
rector (left), and Richard Dunne, media re- 
search director, follow media trends closely 
for SSCB. Charts below from Dunne's study 



radio's exclusive appeal to the ear and 
tv's to the eye and ear, which, in both 
cases, can be more compelling because 
of the projection of personal persua- 
siveness. This he finds more dlfTicult 
to do in print. 

Rating the media depends on loo 
many factors, he says, but in general, 
"outdoor gives supplementary product 
impression, newspapers and magazines 
involve a longer process of first stimu- 
lating attention and then commanding 
appraisal, and radio and tv are more 
immediate but must impress the audi- 
ence on an instant basis. ' 

Graham has found a correlation be- 
tween air media and sales. "At periods 
v/hen our radio and tv programs are 
at a peak concentration, there is a 
visible effect on sales which can only 
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apers^ 



lo. flrm$ 
000.000 
of Tetal 



Most — but not all — '^millionaires''' use air heavily 



Auto Mot. 
Amcs's. Pics. 




100 



Group 
Total 



45 42 9 8 26 16 

$310 $243 $116 $103 $98 $74 

27.5 21.6 10.3 9.1 8.7 6.6 

'I'lgures adjusted to include production and talent costs. 



14 13 5 12 9 7 5 4 3 4 2 

$33 $27 $27 $24 $15 $14 $10 $10 $8 $7 $3 

2.9 2.5 2.3 2.1 1.3 1.2 0.9 0.9 0.7 0.7 0.3 

SOURCE: Printers' Ink Annual in.i3 Pn3. Bureau of Advenislng of AXPA. 
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NEXT ISSUE 

what SPONSOR j distinguished 12- 
man All-Media Advisory Board 
thinls of media evaluation. Article 
^24 In 25 article series will tie se- 
ries together, cover what SPONSOR 
omitted. Series willl end with our 
summary and conclusions t4 June. 



Ill part lic iittriliutcd t.u >cii>oiuil tie- 
mauds. 

(/oohc'l lireuiii}: is >|)cii(rmg the lnjlk 
of il> l)U(l*icl on foolljall. riK iiig and 
liast'liall nil more lliaii 10 radio and 
t\ station^ in addition tn draiiiati< t\ 
|»r(iiiraiii> and ani-t\ aniKniiifcniciit^. 

Aiidliicr major food and jirocerN 
j)ro(ln( I compaii). wliicii ^peiil $(>.''> 
iiiiiii«iii last \ear. i^ plaimiiifi to step 
r.p its n<(' of l\ the rest of llii> \ear. 

\ sofl-diink fomt)any lold si'ONsoi! 
i' >liows it- favtii in radio 1>\ spendinfi 
'.W^r of its >l million-pills l)ud<icl on 
ii. A> for t\. it is donMinji its iisajie 
of \i(l('o from r)' '( lo 10''-^ . 

(lOjr'-e 01i\a. National lii-cnit Co. s 
a(l\ertising dirertor. i* another strong' 
l)clie\cr in air media. Nahisco's nmlli- 
niillion hnd^iet uent »p this \ear 

with l.'i'f of it {Toing into radio and 
iiO'r into t\ an iut rease for air of 
60' f o\er a vcar aj:o. ()li\a cxpet ts 
f').i4 to be a reconi sale- \ear. 

\ Midwestern feed manufattiirer. 
who iiscd some radio and t\ last year, 
liked the media so much he sa\s he s 
-tepped lip the air hnd<;et h) 50'~t this 
\ear ri' t of the total hndjzet jjoinj: 
f<ir radio, lo^r for t\ . 

And a Midwe-teni ciiimed food 
manufaeturer not only increased his 
ad budget from SI. 5 million to .S2..3 
million, hut hoostcd hi? Iv allotment 
1)\ iiearK iri^^r to the ixiint where 
\ ideo now take- o\ cr GS^ 'f of the hud- 
j;ct. The s|)onsor nses no radio at the 
moment. 

lirufis *V totivtrU's: These are also 
anions; the leading air users, and \ ou d 
(•\pect them U) he enlhn-iastic ahoiit 
PIT media. I hey are. 

Here are some -ample l onmients: 
Olivrr />. Capelle. ndvi'rtisin^ rriana- 



(icr. Mill's Laboratories : ''The last ret - 
onl 1 saw indicated that our <-onipan\ 

i- -itmewliere near the eiglith largest 

ii- ei of network radio in the L iiiled 
State-, so ruiturall\ we think highly of 
il and know that it increases our sale?. 
W e are al-o rri\e-ting more mone\ each 
vear in tele\ ision and \\e expe< t thai 
our 1951 hudget for both radio and 
tele\ ision w ill lie larger than in 19.S.':}."' 

Ccorf^i' /, Ahrams, advertising direc- 
tor, lihnh Drup Co.: "'W is the most 
eilecti\e advertising medium for dem- 
(iiistrahle products and radio the most 
et-onomical medium for almost aii\ 
I rodiivt. I Ahrams i- -pending suiiie 
^f)..") million this year, T.i'^c of it on 
radio and t\ . ) 

Id rrKrnaprr of a pliannacal lioirse 
spcmling .fGOO.OOO a year, of it 

on air media: "Hoth air media strike 
ti.e listener or \iewer dramatically 
when lhe\ do strike. Kadio and l\ 
work fast hut ha\e iio siick-lo-il- 
i\eness. Magazines are solid, long- 
lasting for im])ressions on the bu\er. 
W e'\e pro\e(l air makes a difference in 
( ur sales when we"\c used both in 
good-sized numbers." 

Ad director of another pliannacal 
house: "Radio and Iv are tojjs for our 
products. I'd rank t\ and radio o\er 
newspapers, magazines and outdoor. 
W c \ c run spei iai lest campaigns ana- 
lyzed b\ Nielsen to pro\e that the air 
media ha\e made a dilTerence in our 
sale-. \\ e -pend one-sixth of our bud- 
get on <p(Jt radio, one-fourth on tele- 
\ ision. \t the moment were running 
a hea\\ campaign on the air in metro- 
politan \ew York. The prellminar\ 
sales figures look good. " 

/ .p. and advertisiiis: director of a 
cosmetics house: '"Uadio is fine, tv ex- 
cellent. I d rank Iv first, newspapers 
second, radio third and magazines 
fourth for our products. We\e stepped 
u|j our budget 10'"^ this year: '22^'< of 
il is going into spot t\ . but we hope to 
bu\ a national tv show this summer or 
fall."" 

Leii Colson. Mennen Co.'s adrertis- 
ing director: lie supervise- a mulli- 
million-dollar budget, concentrates the 
air |*ortioii on spot radio and t\ . "Both 
(hi a strong selling job if n-cd prop- 



THIS WE FICHT FOR 

We fight for greater dissemination 
of information about radio and fv 
among advertisers and agencies. 
sponsor's survey of radio-tv sales 
power brings out into the open 
indications of success which are 
too often marled "confidential." 



eri). " he says. He has found that their 
Use has resulted in constant .«ales in- 
creases. 

R. P. BrecUenridge, group adverti-s* 
ing manager, I'epsodent : "We are 
working for increased sales during the 
current \ear. W e are budgeting some- 
\ hat higher ad\erlising expenses, more 
than sufficient to merely cover in- 
creased adverti-ing costs. We -hall 
( ontinue lo di\ ide our budget approxi- 
niateK 2.5*^^ in radio, 2?i^c in print 
and 50/f in Iv. This indicates a slight 
iiicrea-e in tv o\er the previous year.'' 

J. Ward Maurer. advertising direc- 
tor. Wild root: He is spending some 
.'s.3.2 million this \ear. says he'll con- 
tinue apportioning about 35^ of it to 
ladio. He is testing tv, 

fins & oU: The oil companies seem to 
be increasing their use of air media, 
especial!) spot, judging from the an- 
swers to sponsor's questionnaire. For 
example. James J. Delaney. advertis- 
ing manager of the Sinclair Refining 
Co.. lold si'O.NSOK his company is 
spending half its muiti-million-doUar 
budget on spot radio and tv for the 
first lime this \ear. llie decision was 
.made after a survey showed more peo- 
ple heard about their new gasoline be- 
cause of radio and tv than because of 
print advertising. ( For complete story, 
see "Win spot now gels 50^ of Sin- 
clair Oil budget." SPONSOR. 3 .Mav 
1954.1 

SPONSOR estimates Sinclair spends 
( ver S7 million a year on advertising. 
I he oO'^'c air expenditure I 70^ radio, 
^O'^r tv I is twice the 1952 ratio. 

R. -M. Gray, manager of advertising 
and sales promotion of Esso Standard 
Oil. calls both radio and tv "excellent" 
i/'lea.^e turn to page 126 ) 



George J. Abrams 
Vincent R. Blisi 
Arlyn E. Cole 
Dr. Erncit Dichtcr 
Stephens Dietz v. p. 
Sen R. Donaldson 



sponsor's All-Met ia Advisory Board 



ad director, Block Drug Co., Jersey City 
eiecutive v. p., Earle Ludgin & Co., Chicago 
president. Cole & Weber, Portland, Ore. 
pres., Inst, for Research in Mass Motivations 
, Hewitt, Ogilvy, Benson & Mather, New York 
ad & sales promotion director, Ford, Dearborn 



Marion Harper Jr. 
Ralph H. Harrington . 

Morris L. Hite 

J. Ward Maurer 

Raymond R, Morgan. 
Henry Schachte 



president, McCann-Erickson, Inc., New York 

ad mgr.. Gen. Tire & Rubber Co., Akron 

: president, Tracy-Locke Co., Dallas 

ad director, Wildroot Co., Buffalo 



.pres., Raymond R. Morgan Co., Hollywood 
Senior v. p., Bryan Houston, New York 
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The indispensable equipment guide 



What^s in. 
the Color Edition 

' The RCA Color TV System 

> What Color TV Means to the 
Broadcaster 

Television Transmitter 
Operation with Color Signals 

How to Plan for Color TV 

RCA Color Studio Camera, 
TK-40A 

RCA Color Slide Camera, 
TK-4A 

RCA Color Film Camera, 
TK-25A 

RCA 16mm Color Film 
Projector, TP-20A 

RCA Color TV Monitor, TM-lOA 

RCA Colorplexer, TX-IA 

Test Equipment for Color 
Television . 

RCA Color Sync Generator 
Equipment 

Video Amplifiers in Color 
Signal Transmission 




for every TV Station 
planning color operations 



This special 80 -page issue of RCA 
Broadcast News has been prepared 
specifically for the TV station man 
who is getting ready to work with 
color. FiUed with authentic informa- 
tion not found in its entirety any- 
where else, this issue includes im- 
portant facts you'U want to know 
about color Now . . . such as general 
operating theory of the color telecast- 



ing system, how to plan studios and 
stations for color, types of equipments 
and systems required, how to make 
equipment changeovers for color. 

Copies of this special color issue of 
Broadcast News may be obtained 
from your RCA Broadcast Sales 
Representative. Or write Section 503, 
RCA Engineering Products, Camden, 
New Jersey. 



The only 100% 
engineering -operations journal 
for station men 




Read by broadcasters and telecasters longer than any tech- 
nical magazine of its kind in the industry, RCA Broadcast 
News is prepared specifically to keep station men up-to- 
date on equipment-and-station operations. It includes 
straight-to-the-point facts on planning installations, testing 
and operating station equipment — newsy stories about sta- 
tions from the stations themselves — interesting articles on 
"how-it-works" and "how-to-do-it" for the everyday job 
— plus equipment information you can find in no other periodi- 
cal. RCA Broadcast News is published every other month. 
Ask your RCA Broadcast Representative to put you on the 
list to receive it regularly. 



RADIO CORPORATION of AMERICA 



eNGINECRING PRODUCTS DIVISION 



CAMDEN. 
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ITS A BALL GlE 



AND YOUl 



E N T I O N 






A GREAT NEW PLAN FOR 




1 \' » 




A GREAT NEW PLAN FOR 




* 



(E. . . A PLAN TO 
STS DOWN . . . 



iOFITS UP ! 



PROGRAM.SERVICE 

WORLD BROADCASTING iYSTEM/ INC. 
488 Madison Avenue. New Yprk 22, New Yorjc 



CINCINNATI 



HOLLYWOOD 



4 ways you can use this 
valuable SPONSOR feature 

In civry issue of Sl'O.NSOK you will find the handy, 
up-to-date listing of new tv station grants which appears 
below. Here's how this compilation can help you. 

1. You can plan campaigns far in advance by check- 



ing on-air target dates given in chart. 

2. iXames of permitee, manager and rep for each 
nru c.p. and station make it easy to get additional data. 

3. lAst of all stations neicly on air ivith commercial 
programing during two weeks preceding issue is handy 
reference list to update timebuyers. 

4. liox score at bottom, of page is succinct summary 
of tv's status. Includes total number of U.S. stations. 






I, Si'iV siatitnt.s «ii «iir* 



ADA, OKLA. 



CHATTANOOGA, TENN. 



ERIE, PA. 



KINGSTON, N. Y. 



KTEN 



10 



28 April 



251 141 



ABC 



1 160 vhf 



WDEF-TV 12 



WSEE 



35 



WKNY-TV 66 



25 April 
25 April 
15 May 



105 63 



170 85 



21 11 



CBS, NBC, 
ABC, Du 

CBS 



ABC, CBS, 
NBC, Du 



M 



NFA 



208 vhf 



NFA 



M 



Easttrn Oklahcma Tv Co. 
Rev. C. C. Mwrls. pres. 
Bill Hocver, v p.-flen. 
mgr. 

8rown Morris, stc.-treas. 

(Same croup Identified 
with owner&hip of 
KAOA. Ada. ami 
KWSH, Weooka. 
Okla.) 

WOEF Bcstg. Co. 

Carter M. Parham. pres. 

John P. Gaither. v. p. 

Edward Finlay Jr., see.- 
treas. 

Great LaVes Tv Co. 
Jacob A. Young, pres. 
A. R. MInadeo. v.p. 
Charles E. Denny, v.p. 
8. W. S«nnett. trcas. 

WKNY-TV Corp. 
Joseph K. Close, pres. 
Robert M. Peebles, v.p. 
George W. Smith, treas. 
Robert Sabln. nen. mgr. 











POWER 


(KW)-* 






SETS IN 
MARKETt 

1000) 






CITY L STATE 


CALL 
LETTERS 


channelI 

NO. 


ON-AIR 
DATE 


1 VISUAL 


AURAL 


NET 
AFFILIATION 


STNS. 1 
! ON AIR 1 


|pERMITEE 1 MANAGER 


REP 



Vernard. 
Rentoul L 
McConnell 



Branham 



Avery- 

KnoiJei: 



M.tek-*r Tv 



II. iVeiiJ vtmstVHVtioti periuUs- 



CITY & STATE 



ST. LOUIS, MO. 



call (Channel 
letters no 



DATE OF 
GRANT 



ON-AIR 
TARGET 



POWER (KW)' 



VISUAL 



AURAL 



STATIONS 
ON AIR i 



SETS IN 
MARKETt 

1000) 



PERMITEE 4 MANAGER ' 



KWK-TV 



21 April 



100 



50 



621 vhf XWK, int.. 



RADIO 
REPl 



SiiKt^ .si'().\s()i{">. 22 \pril 19.'>4 li>t. five 
iiKire t<'le\isinii ^tati(>^ <2raiitt'(-» ha\e left 
the air l)Ht retained their |)ermit>. Six 



III. /Iddciidff to previous lisiiiifjs 

more 'Station* have had their C.l'. ? \ oid- 
ed h\ I lie FCC. I his raises the nuiid>er 
of stations which have returned CP. s to 



the FCC to 09. In addition, one .Mexican 
and one Cuhan station have suspended 
ojj(M"ations. \eu deleti(jns are: 



OFF THE AIR 

ATLANTIC CITY, N. J.. WFPG-TV, uhf ch. 46 
(began operating 21 Dec. 1952; suspended op- 
erations 17 May). 

BATTLE CREEK, Mich., WBKZ TV. uhf ch. 64 (be- 
g<in operating 15 May 1953; suspended opera- 
tions 23 April). 

FLINT, Mich., WTAC-TV, uhf ch. 16 (began op- 
erating 26 Nov. 1953; suspended operations 
2 May). 

LOUISVILLE, KY., WKLO-TV. uhf ch. 2! (began 
operating 7 Sept. 1953; suspended operations 
20 April). 



f. 5. stations on air, inrl. 

II niinliilii nnil Alllyl.tl (7 l/<7> 

Markets covcreil _ 



ST. LOUIS (FESTUS), Mo., KACY, uhf ch. 14 
(began operations 3! Oct. 1953; suspended op- 
erations 2 April). 

C.P.'S VOICED 

BIRMINGHAM. Ala., WSGN-TV, uhf ch. 42 
(grantee requested c.p. cancellation). 

BRIDGEPORT. Conn.. WSJL, uhf ch. 49 (FCC 
cancelled c.p. for lack of prosecution). 

CHATTANOOGA, Tenn.. WOUC. uhf ch. 49 
(grantee requested c.p. cancellation). 



BOX SCORE 



FORT WORTH. Tex.. KTCO. uhf ch. 20 (grantee 

requested c.p. cancellation). 
INDIANAPOLIS. Ind.. WJRE. uhf ch. 26 (grantee 

requested c.p. cancellation). 
LAWRENCE. Mass.. WGLM, uhf ch. 72 (grantee 

requested c.p. cancellation). 

MEXICO, CUBA 
MATAMOROS, Mexico. XELD-TV. vhf ch. 7 (pre- 
freeie station — on air since 4 Sept. 195*1 — served 
Brownsville, Tex., area). 

HAVANA. Cuba. CMTV. vhf ch. I I {.begJn testing 
May 1953). 



:i7:i 



I'ost-frcrzc r.p's prantvd (ex- 
chuHns: 28 rdurational grants : 
7 ■.'»! I 
(irantccs on air 



Tv homes in i'.S. (1 Ja 
■31) 

.~>:t!t r.S. homes uith tv sets i\ 

2(i.~, Jan. on 



27,r*00,000l 



'Both new c p.'i and itilloni coinc on the air listed here ire those ohlrh wrurrrd betnern 
21 \prl lii'l 7 Mi> f'f >in »hi<ti liitiMi ali<*n hiIiI [ic 'hulni lli^i' p^rttMl siatl nt arc 

eonilderrd to bt^ on th« air whrn commercial ofieratloo ilirti. **l*ouer of c.p.'i Is that recorded 
In Ki't' ■[iiillraOons inU I'lirnid lenit if liidlTi>1ual e inirrs ttnlurmailin on the number of sets 
In mirkrti u ttt- e not deslenaird ai helns from NIlC Iic«earrh, mncliis <f esilmaifi from the 
•tailnni or trtu and muii be deemed approxiraile. !l>ala from .N'ltC Rrieirch and 1'lannlng 
Perrrntiacs on homes with sets and hnmrs In it mTrraifr ireas are ronslderrd atiprnximiie llo 
most rues, (hr rrpresrntal |T< of a radio alatl<fn xhlrh Is crsnted tip also rrr>rrsrnis the oe« 
IT operitlnn ^\Drc at presstlme It Is fenerillr too early to confirm It reprrsmtal Ions of most 
arintees. SI'n.NSOIl IIsis the reps of the radio stations In this Kilumn (when ■ radio slilloa bu 



brrn g\rrn the it frant). NT.\: No flcures aTallable •! pres'ilme «rts In market. 

'i; in( m.1 1 ■ |i>>^llilf li\ itiprtor if inufinllv ivilu-lvi- :i|pllf»iil< KWIv KXOK and MIssotirl 
\ alliv T\ liir K\\i\ he i»i md 23'' liv pn-iiit i)art-ininer ■Si. I.uuls i",l<i)ie- Democrat " 

r liy i.llior lurl iMn<t. IfcJi^rt T C'xiv.'v and a,«si«litrs 23"^ by KXKK. Inc. 2.T> by KSTI*, 
In jml !V h.» SI l/.u N ri.ldintt MK<iKirl \'alli-\ TV Inc Is aKnprI>ed of K.><TI*-.V Jl TV 
\Iliini«P"lh Si !•>" ,n 1 SI I'nul n. d.nlv I n,l.r l.'rin* c.f grani KXOK. Inc. mu!.l liiri-: 
^Mll iif ill Intirc«l In KXI>K to niict KCC duotuily ri-eulal Ions 

"'Hi ' numl>fr InrUuif^ c- ant< t»» iinmltr^-^ ulio \\m\v ^Inii- ^urreniU»r<»d IJielr cp.'s or who ! 

t nt hid lluin > dd<d liy rCC I 
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SPONSOR 



THREE 




IGHTY M's 



that add up to one of the most outstanding advertising opportunities in America ! 



THE MARKET... 

an industrial dynamo of 116 counties, five states wide 
and a-hum with the manufacturing tempo of plants 
and mills, mines, factories, transportation webs, and 
wide-awake communities where many of the 
nation's most successful businesses have chosen 
to locate their multi-billion industrial investments! 

THE MONEY... 

which flows soundly via pay envelopes into the 
comfortable homes of skilled workers throughout 
this Ohio Valley region . . . money that stems 
from the prosperity and progress they have helped 
build for this bustling market where incomes 
are higher, sales are brisker, and buying power has 
the potent wallop of four billion dollars a year! 



THE MEDIUM... 

is the one remaining element needed to complete a 
perfect climate for exceptional sales. That, too, 
is here. It's WSAZ-TV, the one television station 
that commands this entire market . . . and exerts a 
welcome influence upon the ways so many of its 
prosperous families spend their money. Nothing sells 
so marvelously here as WSAZ-TV ! Ask America's 
top advertisers. The giant opportunity they've found 
is mighty enough for more to share. 



WSAZ 



E V 




Huntington-Charleston, West Virginia 

Channel 3-100,000 watts ERP-NBC-CBS-Du Mont-ABC 
Affiliated with Radio Station WSAZ. 

Lavrrence H. Rogers, Vice President & General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 





More than $63,000,000 has been spent in the past three years on expansion of the enormous Portsmouth, Ohio, 
plant of Detroit Steel Corporation, employing 4,000 workers. This fiery new open hearth f umace-No. 14 to be 
put in service- was first heat tapped February 27, 1954 ... another example of the vast industrial growth 
throughout WSAZ-TV's 116-county realm! 
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M rtiip rf top s_ 

Chart covers halt-hour syndicated film pro^ 



n>nk Pitt' 



2 :t 



r, I 

I 



I 

I 



I 



0 ; 8 



JO I 9 



Top /O shows in ?0 or more morkett 
PcriW 7-7 March 19 54 

TITLE. 8YNDICAT0R. PRODUCER. SHOW TYPE 



I'a rarltt' Story, Ziv (D) 



I Lvil Thrtw I All's, Ziv (D| 



Cisco lvi«l, Ziv (W) 



.Sii|M>riii<iii, MPTV. R. Maxwell (K) 



C'i/i/ n<'r<«<-/ir(f, MCA. Revue Prod. (D) 



iril<l lfi<Kol.-, W. Bfoldy (W| 



Kit Citrsott, MCA. Revue Prod. (W) 



ft<iii</<' Itiders, CBS Film. Flying "A"" (W) 



Fareigti Siitriguc, JWT. She!. Reynolds (A) 



Uudije 711, NBC Film (D) 



Avrrage 
ritlng 



22. i 



21.7 



20. 



20. 5 



20. I 



20.2 



I .•>./> 



I?>.2 



7. STATION 
MARKETS 



NY. 



L.A. 



10.2 10.3 



wnht 

II :«)iiiu 



kttT 

« UUpm 



72.5 8.4 



wnbt 
'0 30|tm 



kabc-t7 
'J JOpra 



72.9 74.7 



n OOpm 



kflbp-tv 
7 OOpm 



76.4 76.0 



wnDt 
B OOpm 



ksbc-tv 
N :30pm 



3.9 72.2 



wpli 

7:30pm 



knxt 
10:00iini 



7 7.0 70.7 



wnl)t 
i!;00pm 



kabc-tT 

C'.OOpm 



7 7.7 75.0 



0 :00pm 



kahr-tT 
7 :30pm 



72.2 8.5 



wnbt 
II 301)111 



knxt 

' :UOpm 



77.4 72.9 



u-nbl 
10:30pm 



knbh 
10;30piii 



8.5 76.5 



V. C3T ■ t V 

9 OOpm 



kttv 

:30pm 



4.STAT10N MARKETS 



Botton 



Chi. 



MpU. 



Seattle St. L. WMh. 



79.5 

unsf It 
10 30i)m 



27.5 78.0 48.0 70.9 



wcro-tT 
9 .30pm 



kInB tT kul IT H-IOP-IT 
8 OOpm 9 30pm 10:30pm 



20.3 70.5 79.0 78.5 



wiiar-tT 
7 OOpm 



wEn tT 
9 -SOpm 



kslp-IT 
9 ■30pm 



ktnl-tT 

7 :30pm 



7 7.0 

wtop-tv 
10:30Dm 



74.3 72.7 9.8 79.0 32.3 73.4 



wnar-iT 
C :30pm 



»bkb 
4:30pm 



wooo- It 
5:00pm 



komo-tT 
7 :00pm 



ksd-IT 

■1:30pm 



wnhff 
6 :30pm 



74.8 76.4 9.0 25.5 28.8 72.2 



wnac-tT 
C .3 0pm 



wbkb 
S.'OOpm 



WTO- IT 

5 :00pm 



kInK IT 
6 :00pm 



ksd-IT 
5:30pm 



7 :00pm 



5.7 73.8 77.5 32.8 7.4 



Kbkb 
S:30pm 



WCCO-lT 

10:00pm 



k1nK-IT 
10:30pm 



ksd-IT 
10 ■15pm 



wtop-tT 

3:00pm 



8.8 76.2 25.8 2 7.0 26.0 78.2 



unac- (T 
5 OOpm 



whkb 
1 :30pm 



wcro-tT 
S:30pm 



klDK-tT 

6 :00pm 



ksd-tT 
12:00n 



wph«' 
7:00pra 



75.3 

wnaf'-lT 
C :00pm 



20.3 27.8 



kIng-tT 

fi :00pm 



ksd-tT 
2 :30pm 



27.0 

HbZ-tT 

7 :00pm 



72.8 7 6.8 



wcan-tv 
7 rOOpm 



korao-tT 
7:00pm 



70.5 

WtOP-tT 

7 :00pm 



27.3 75.0 27.5 76.3 20.8 74.5 

wbx-tT wEn-IT kstp-lT klng-tT ksd-tT wpbw 
10:30(>m 9:30pm 9:30pm soOpm 11:00pm 10:30pm 



75.8 72.7 



wnar-tT 
2:00pm 



w«n-tT 
SOOpm 



25.0 

klDK-tr 
9:30pm 



76.9 

7 :00pm 



3-STATION MARKE 



Atlanta Bait. Buffalo CI 



76.0 

'vgea IT 

7 :00pm 



7.5 76. d 52.3 29 

«Uv a trbal-lr ttb«i-tT wl«- 
0:30pm 10:30pm 9:30pm * :30i 



70.8 77.3 42.5 20 

vaca IT vh«I-tT wbpn-tT wpiw 
1:00pm 7:00pm 7:00pm 6:00 



23.3 78.3 47.0 

wKb-tT ubal-tT «bfn-tT 

7 :00pm 7 :00pm " :00pm 



9.5 38.8 

wmf-tr wben-tv 
11 :0Opni 10 :30pm 



75.5 72.8 30.3 77 

wsb IT nbal-tT nben-tT n-lw. 
Ti :30pm r :00pm 1 :00pm 5 :30t 



75.8 72.0 26.0 

wlw-a wmar-tT wbfn-tT 
0:00pm 6:00pm 3:00pm 



9.8 

«aKi-tT 

7:00pm 



6.0 7 7. 

WbuflT WTPO 

8.00pm g:30t<l 



7 7.5 75.0 

vrlw-a wb«1-tT 

9:30pm 10:30pm 
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16:30 
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Rank Pait' 
trm rank 



Top 70 s/iows in 4 to 9 markcti 



Crown Theatre, CBS Film (D) 



Ik'oiir AU-Stttr Theatre, Screen Gems (D) 



'f I .t 



ffop4i/oiig Cassidy, NBC Film |W) 



Craiff Kenuedfi. L. Weiss. A. Weiss (M) 



f.'«'ii«' Autry, CBS Film (W) 



n I to 



7 I « 



Cowboy G-.tSen, United Artists (W) 



f>«'«i(fi VuUoy Stays, McCann-Erickson (W) 



ff I C, 

I 

I 



Amos 'll' Audy, CBS Film (C) 



Captured, NBC Film (D) 



iO I 



Abbott 1^ C«.t<e//o, TCA (C) 



26. « 



If). 2 



18.8 



18.1 



1G.7 



f e.2 



f.".« 



f #.« 



12. 



itoeky Jones, United TV, Roland Reed (A) 



12.1 



12. 1 



8.4 

Kbkb 
10 ;00pm 



74.3 35.3 

knmo-iv ksd-tr 
C:30nm 10:00pro 



73.0 

10:30pm 



9.9 

ktiT 
7 :00pm 


7 7.5 27.8 74.7 

6 :30pm 6 :00pm T :00pm 




2.3 

• w(m-tT 
7 :30pm 


72.4 

knil 

•■■) :30pm 


7 7.2 76.8 

wbbm-lT klnc-IT 
3 '30pm 6:30pm 


3.7 

'vahr IT 
t :30iim 


74.3 27.8 

BTCO-tT ksd-IT 

2:00pm 12 ■30pm 




2 7.3 5.3 7.2 

klnc IT wtTi VTttK 
9:0«pm 10:00pm 7:30pm 


72.7 79.0 

■fcbs It knxl 
2 00pm "iOOpm 


9.5 26.0 5.8 72.4 

"br.-tT kiimo-iT «it1 wiop-lr 
11 15pm 8-30pm 7:00pm 7:00pm 


3.5 8.5 

iror tr ktlT 
10 OOpm 8:00pm 


3.5 30.5 

wKn-tT kins It 
8 :30pm 8:30pm 


72.2 6.9 

ivnhl ktIT 
fl OOpm 7 OOpm 

7.5 

knit 

7 OOpm 


74.5 27.0 

MTiaf-tT klnc IT 
6 00pm 7 OOpm 


4.0 76.5 7.2 

wbkb klnc-tT wiir 
S'llpm "i onpni ? -^Oim 



38.3 

wbcn-lT 
4 .30pm 



20.3 

wmar-tT 

8:00pm 



75. 

1:3 



Shtw tjpf irmbolt (A) a.lvcnturr; (C) comiylr: (T» drama: (K) kid tho»: (M) mjiltrx; 
(\\ ) Wctifrn. Kllmi llitrd »rr lyndlralwl. half hour Irnsth. bmaili iit tn four or mor» mar 
kris TtiF a'cras' ratine Ir an unurlchird itrracc of Indlrldual market raUr.ct IlitoO aboTe. 



niank ipart-j Indicate dim not bro«drast In this ma'ket ajt of 17 Mairh 1954. 
««rk ihCMi are falrlr liable from ont month to »noih*r ta ih» markeU In which uj 
thit li tru« to a mucJ> Uiier eileni trilh ijmdlcalrd shout Tbis should b« boma 
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iaily made for tv 



3-STATfoS MARKETS 



Daylon Detroit Mllw'kee Phlla. S. Fran. 



J6.0 

wjt)k-tv 
10:30pm 



70.0 

kBO-tV 

7 :00pm 



27.0 20.5 24.3 72.3 79.5 



, whio-tv 
to :00pm 



wjbk tv 
10:30pm 



wtm j ■ tv 
10:30pm 



wrau-tv 
7:00piu 



Uron-t^ 
10 :30pm 



25.8 37.5 20.5 22.3 



Ksyz- tv 
7 :00pm 



wtm j ■ tv 
4 :00pm 



wcau-tv 
7 :00pm 



kn>n- tv 
" :00pm 



70.8 77.5 28.3 24.5 73.3 



wlw-d 
6:00pm 



WTsyz-tv 
6:30pm 



wtmj-tv 
4 :00pm 



wcau-tv 
7:00pm 



kgo-tv 
6:30pm 



77.8 75.3 



whio- tv 
10:30pm 



wjbk-tv 
10:30pm 



77.5 

kron-tv 
10:30pm 



73.0 20.8 23.5 76.2 78.0 



wlw-d 
3:00pm 



wxyz-tv 
6:30pm 



H'tmj-tv 
12:00n 



wptz 
6:30pm 



kso- tv 
6:30pm 



77.8 7 7.3 38.3 79.3 78.8 



wlw-d 
6:00pm 



wjbk-lv 
6:00pm 



wtmj-tv 
4 :30pm 



wptz 
6;30pm 



kron-tv 
4:00pm 



76.5 72.8 77.3 26.3 



wxyz-tv 
7:00pm 



wcan-tv 
7:00pm 



wptz 
6:00pm 



kplx 
7:00pm 



75.3 74.5 45.5 72.9 8.8 



wlw-d 
■JIlO :30pm 



wjbk-tv 
9:00pm 



wtmj-tv 
9:30pm 



wcau-tv 
10:30pm 



kso-tv 
9:30pm 



75.5 76.8 



27.0 29.0 



wlw-d 
10:30pm 



wwj-tv 
7:00pm 



wcau-tv 
6 :30pm 



kpix 
9-«0pm 



2-STATION MARKETS 



Blrm. Charlotte New 0. 



58.8 52.0 



ttbtv 
9 :00pm 



wdfiu-tv 
9:30pm 



29.5 59.3 



wabt 
10.3Qpm 



wbtv 
8 :30pm 



26.5 33.5 27.5 



wbrc- tv 
5 :00pm 



wbtv 
11:00am 



wdsu-tv 
5:00pm 



28.3 37.8 24.3 



wabt 
6;00pm 



wbtv 
5 ;00pm 



wdsu-tv 
r> -OOpm 



23.3 58.5 33.0 



wabt 
9:30pm 



wbtv 
8:00pm 



wdsu - tv 
10:00pm 



27.3 


37.5 


36.8 


wabt 
6:00 pm 


wbtv 
5:30pm 


wdsu-tv 
3:00pra 


29.3 


36.8 




wabt 
6:00pm 


wbtv 
5:30pm 






32.0 


42.3 




wbtv 
1 :00pm 


wdsu-tv 
6 :00pm 



24.0 60.0 



wbrc-tv 
9:30pm 



wbtv 
9:00pm 



79.0 49.8 74.3 



wbrp-tv 
9:30pm 



wbtv 
10:00pm 



wdsu-tv 
11:30pm 



73.5 

wwj-tv 
10:30pm 



9.9 

wfil-tv 
5;30pm 



7 7.0 

wjbk-tv 
7:00pra 



76.2 8.3 

Hcau-tv kgo-tv 
6:00pm 9:30pm 



70.6 

U'cau-tv 
.5 :30pm 



72.0 

wjbk-tv 
1 :30pin 



75.8 

rhio-tv 
OOpm 



78.2 

wcau-tv 
10:30pm 



78.3 

kpix 
7 :30pm 



70.0 76.0 4.9 

i"vj-tv K-tmj-tv wfil-tv 
11:00pm 11:30pm 7:00pm 



73.9 7 7.3 

wcau-tv kgo-tv 
10:30pm 7:00pm 



74.3 23.0 

wxyz-tT wtmj-tv 
C :30pm 10:30Dm 



74.0 

kron-tv 
5:(Mpm 



48.3 

wdsu-tv 
9 ;30pm 



79.0 38.8 

wbrp-tv wbtv 
6:00pm 5:30pm 



52.5 

wdsu-tv 
9 :30pm 



28,8 

wabt 
6:0Opm 



falyzing rating trends from one month to another lo thli chart. 
«,lo laat month's chart. If blank show was not rated at all In 
*t or was In other than top 10. 
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Precisioii 
Prints 

YOUR PRODUCTIOHS 
BEST REPRESENTATIVE 




CLOSE CHECK ON 
PROCESSING 

Picture and sound results are held 
to the closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
humidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thymatrol motor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION'S 
special developing machinery. 



YOUR ASSURANCE OF 
BETTER 16n.m PRINTS 

16 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 

Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 

Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer-designed equip- 
ment—your guarantee that only the best is yours at Precision! 



Precision Film Laboratories — a di- 
vision of J. A. Mauret, Inc., has 16 
years of specialization in the 16mm 
field,consistently meets the latest de- 
mands for higher quality and speed. 



PRECISION 

■ » 

FILM LABORATORIES, INC, 
S 21 West 46fh St./ 
New York 36, N.Y. 
JU 2-3970 
^ J 



Shows That Win - 
Win and Show 



TV 

GUIDE 



t 



^BC- BASIC 
ABC-SoppJerrientary 



1st Place 



to Russ Emery in all 
of New England, in 
TV Guide's tele\ision 
personality contest! 
Russ cmci:cs Setr Eng- 
land Talent Cluh, 
5 :00 to 5:15 p.m. 
Monday through Fri- 
day. Came to >X'JAR- 
TV after placing 
Gogi's LaRue, Hotel 
Warwick's Raleigh Room, the Copacabana, Para- 
mount Theater. On TV has been featured on 
Ken Murray Shou\ Kate Smith Show, Joan Ed- 
wards Show, Celebrity Time, Faye Emerson Show, 
etc. Has sung on all major radio networks, was 
male singing star on Pet Milk (Baron Munchau- 
sen) Show, guested with Paul Whiteman, Teen 
Timers and others . . . had his own Russ Emery 
Show 56 weeks on WNEW, New York. Look up 
his Columbia Records releases! 



3rd Place 



to Hum and Strum, 
harmonizing daily in 
songs with piano ac- 
companiment — now 
celebrating their 30th 
Anniversary as one of 
the most harmonious 
teams in show busi- 
ness. Hum and Strum 
ha^e played all the 
major TV and radio ""^ 
nets, all major ^audeviIle circuits and night clubs 
c\ cry where — including southern Europe and 
Africa with the USO . . . came to MC'JAR-TV from 
a four > ear stint in Boston tele^ ision, are seen 
Monday through Friday from 12:45 to 1:00 p.m. 
Popular demand recently added night show s Tues- 
day, Thursda\ and Sunday. Their recordings ha^c 
international distribution. 



SPONSOR 



f 
t 



RCAI. ESTATE 



SPONSOR: \ariolis Norfolk realtors AGENCY: I)in-ct 

CAPSULE CASE HISTORY; IP' EC-TV recently began 
a new program series celled '\ \ Real Eslate Guide on 
Sundays, 12:30-1:00 p.m., with seven real estate hrolccrs 
participating. Five of the hio.'.crs reported they got in- 
quiries on Sunday ajternoon — right ajter the first pro- 
grajn. The station say\'> "io many more realtors have 
signed for the show that it was extended from 30 minutes 
lo an hour. Each participation costs $51.75. 



W\ EC-T\ . Hampton-Norfolk 



PROCinM: Tv Real Eslaf 
(.uiilc 



TV 

results 



CAP OPENER 



^PON^OR: Ciiy National Fiank \(;KNC\ : I)ir.-<:1 

CAPSULE CASE HISTORY: Children in Ala.ska are a 
thrifty group. During its recent five-minute participation 
in KEIA's cli.hliens program, the City \ati<)nul Bunk 
(tnnounrcd it would open a special window for children 
depositors every Suturduy morning. The first Saturday 
126 new children s savings accounts were opened results 
which far exceeded the sponsor's expectations. A five- 
minute time segment i'2()-time rate) costs $30.10. 



K FI \, Viicliiiragc 



PR0(;R \\I: Hi .links 



FIELD SEEDS 



SPONSOR: Callan Field S,-('<K XGENCY: Direct 

CAPSULE CA.S£ IIUSTORV : Farmers do loo watch tele- 
vision! Ed Callan, who owns the Callan Field .Seeds 
firm, bought a onc-nnnute participation announcement 
in a half-hour local show every week [one-time one- 
minute Class A rate is 840), wrote to KEEO-Tl thusly: 
"/ just wanted yon !o inow how successful my television 
promotion has been. The new business I have received 
. . . already has raid for over half of the contract and 
it has only been on once. The ad was seen in [several 
towns] and as a result I have obtained many new ac- 
counts which I could not have reached otherwise . . . ' 



KElO-T\. Sioux Falls, S. I). 



PROGRAM: Participation 



AUTOMOBILES 



SPONSOR: Aunt Jane Pickles' 



AGENCY: Direct 



CAPSULE CASE HISTORY: On 26 January Ruth Lyons 
offered a cap opener for vacuum-sealed jars. The cap 
was offered for 10 cents — and from late January to early 
March more than 15.797 dimes rolled in for the opener. 
Top day's mail was 28 January, when more tlian 1,666 
requests came in for the device. A one-minute live par- 
ticipation in the 50-50 Club is $230; the program is tele- 
cast 90 minutes daily over WLWT, Cincinnati. WLWC. 
Columbus and WLWD, Dayton. 



WLWT, WLWC, WLWD 



PROGRAM: 30-50 Club 




SPONSOR: Autry Bros., Inc. AGENCY: Direct 

CAPSULE CASE HISTORY: Rock Ulmer. the staff ni.c. 
of Star Time, recently delivered two commercials for the 
12:15-12:30 a.m. segment of the program in a flannel 
nightshirt and sleeping cap as he relaxed on the spon- 
sor's Sleep-E-Z bed. But he didn't put the audience to 
sleep — not right away, anyhow. During the next three 
days $5,400 worth of Sleep-E-Z beds were sold and the 
sponsor's field supervisors attributed 75'T of the store 
■traffic to Ulmer's relaxed sell. Cost of \5-minute Class 
C time segment [26-time rate) is S190. 



WHB-TV, Kansas City 



PROGRAM: Star Time 



SPONSOR: Roy Staufler Chevrolet ACiENCY: Direct 

CAPSULE CASE HISTORY: Three nights a week R<n 
Stauffer Chevrolet sj)onsors Life With Elizabeth on 
IV ARM-TW On every program the sponsor shows a 
different car. At the end of the first three weeks of spon- 
sorship, the sponsor reported that he had .sold nine out 
of nine cars shown. In each case the buyer had asked 
to see — and bought — the car advertised on television. 
Frograrn cost is $128 per half-hour show. 



WAR.M-T\'. Scranton 



PROGRAM: Life With Elizabeth 



FOOD WRAP 



.SPONSOR: Dov% Chemical Co. 



AGENCY: MacManus 
John & Adams 



CAPSULE CASE HISTORY: For three years Date 

Chemical was marketing Saran Wrap — but customers 
didn't buy it. Before witlulrawing the plastic film wrap 
from the market, however, Dow consulted with its agen- 
cy, ran a media test, and — as a result of the test — sank 
$1.2 million into a 26-week campaign on three SBC Tl 
shows. Distribution of Saran Wrap in the areas exposed 
to IV demonstrations went up from 20,000 cases a month 
to 169,000 cases [that's about 4 million rolls] in jour 
months on television. 



NBC TV (67 cities) 



PROGRAMS: Today, Kate Smith 
Hour, Yonr 
Show of Shovs 



F»oin the lltos of Scotland Yard come fk« sstounding 
Yterios of th# man hoiled by: 

mi MAGAZINE 




. /THE GREATEST DETECTIVE IN THE 
WORLD'... he flashes enough intuitive 
genius to hold his own with the best of 
the fictional homicide squad— HOLMES^ 
MAIGRET, PHILO VANCE and NERO 
WOLFE". 

OMNIBOOK 

. . he is one of the MOST FAMOUS 
DETECTIVES OF OUR TIME". 

PAGtANT 

>\,.a real life SHERLOCK HOLMES". 



OF SCOTLAND YARD 

(portrayed by Bruce Seton) 

RADIO DAILY-TELEVISION DAILY says: "It is fast paced, well doc- 
umented . . . FAR SUPERIOR to the majority of "whodunits" at 
present cluttering up our screens". 

Filmed on location and paced for American television audiences, this 
series is designed for: 

1 . Sponsors who are weary of the stereotyped "Private Eye". 

2. Sponsors who demand strong product idertttfication. 
At last here's a show whose unique format provides a 
POWERFUL MERCHANDISING FORCE to help video-wise 
advertisers sell goods I 



B4Wic S«Ten III 'IHE OOLDEN PIACOCK 





Scanvs from fABIAN Of SCOTLAND YARD 



''BOMBS IN PICCADILLY" 




A BEST StlUMG BOOKl 



wow being syndico.ed in .eoding news- 
papers .hro.ghouHhe Un»ed S,o^w.«^ 

people! 

THE NEW YORK TIMES says: "There is 

rmth in if and no hysferia, no 
human warmth in ir " 

c no sensationalism. It has 
y-- bitterness, no sensa 

. /nfd on with a heavy trowel 
_ iudicious portions, not M on w 




I 




Here's sometWng realty hrand new joud excifftlg in lelevisfon fore— 
fasclnofbg documewfed CASE HIStG^IES iriim the files of FdRMEIt 
SUPERINTENDENT OF SO^TL^ND YARQ> ROBERT FABIAN, Britain's 
courfterpqrt of America's J. Edgar Hpoyer| 

FABIAN OF SCPIlANp '^r^lip is 9y Nationot, Regional and locol advertisers who wqrtt 

o '^«ST^|^^t?V^J^^ and prosin^ioiMi^ values reserved for premiere 

presen^q^ip|i4|-ctt a price;!^ please 4he mt>sl budjget conscious sponsors! 

BR||4P> P#U^ HOUH FllMS NOW 

iili^ ipPlilii^^ IN TV marists 



WRtCC, WIRB «»R tSSM.i. TOOAV f OR OBTAil-Sj 




TWO fine studios 

Little Rock •Pine Bluff 

172,600 Watts ERP 

From the State's Tallest Tower 

Full Network Service 



P»NE BLUFF 



AREA COVERAGE THAT COUNTS 

Population 806,400 

Buying Income $857,900,000 

Retail Sales $653,091,000 

TV Sets 59,600 (est.) 





lamet P. Walker 
Central Manager 




Bruce Compton, Sales Manager 
100 Williams Road. Pine BluH. Ark. 



|ohn Fugafe, Manager 
Little Rock Studios 



AVERY -KNODEL, Inc. — NATIONAL REPRESENTATIVES 



■ 4 
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agency profile 



Albert Wilfrid Reihlintf 

Manager of Radio-Tv Department 
Kudner Advertising, New York 



"When you tell a client that his show's going to cost him $30,000 
a week, and then you sock him with a $50,000 bill, he's liable to 
get understandably irate," Kudner's Al Reibling told SPONSOR. 

"In this agency we've developed production cost procedure esti- 
mates that are usually within 2 or 3T of actual cost as much as a 
whole year in advance. In fact we've never been more than 5% 
off on time and talent combined." 

Such close figuring comes naturally to Reibling whose business 
career began with 12 years in a New Rochelle Bank. There he rose 
at a relatively fast clip (for bankers) to become an officer (treasurer) 
at $52 a week. Further calculations convinced him that he could 
not afford such a rate of advancement much longer and he soon 
joined NBC. 

It was in NBC's television department that Reibling initiated his 
production cost procedure estimates, the format of which is still 
being used by the networks. His association with the then Texaco- 
sponsored Milton Berle Shotv made Reibling's switch to Kudner a 
natural move. He went there in 1949 as business manager of the 
radio-tv department (he is now manager of the radio-tv department). 

"Since then our air billings have risen to $18 million in '53.'' 

At Kudner Reibling works closely with Myron Kirk, agency v.p. 
in charge of radio and tv and originator of such shows as The 
Admiral Broadivay Review with Sid Caesar, The Texaco Star The- 
atre and U. S. Tobacco's Martin Kane. 

For Kudner clients who re heavy spot tv users Reibling worked 
out a similar cost estimate that pins down commercials expenditure 
for a whole year in advance. SAG re-use payments have somewhat 
complicated this procedure. However Reibling solved this problem 
by hiring a man who works exclusively on film costs. 

"Color tv is beginning to worry me," Reibling told SPONSOR. "Of 
course it's still just a little early but several questions come to mind. 
For example, will the networks boost their camera rehearsal time 
costs to make up for the initial high investment on color equipment?" 

These problems, however, don't follow Reibling to his new West- 
chester home. His main concern there is keeping his 12-year-old 
son off the new tractor that he bought to farm the four acres around 
his house. * * * 




WCOV-TV 

Montgomery, Alabama 

"CRADLE OF THE CONFEDERACY" 

PROGRAMS 

WCOV-TV is a primary CBS 
affiliate but we also 
carry top flight programs 
from ABC, DuMont & NBC. 
34 live studio shows are 
featured weekly on WCOV-TV. 

VIEWERS 

We're 85 miles from the 
nearest TV competition. 98.4% 
of the homes are UHF homes 
according to latest survey 
figures. Set ownership in 
the market is 38.2%. 

AVAILABILITIES 

We'll have to admit that 
the spot next to "I Love Lucy" 
and the "Pabst Fights" are 
gone but we still have some 
choice ones left. 

ASK ANY RAYMER 
OFFICE FOR DETAILS 
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champion of the peopk, 

defender of truth, guard- 
ioD of our fundamental 
risits to life, liberty and 
thl pursuit of happiness. 






3!^ 




ZIV-COLOR 




^"forcers / 




f9 

Half-Hour a qomplete' Stor^^J . ^^ 

NICXL SUPERVISION. THROUGH 'THE 
i>ERATiON OF THE LOS KNGEIES 
ttW ENFORCEMENT XGENCilS ' 



ZIV TELEVISION PROGRAMS, INC. 

1529 MADISON ROAD, CINCINNATI, OHIO 



NEW YORK 



HOLLYWOOD 




before its own doors open I 



When you're soliciting business "on faith" , . . it's mighty helpful to 
be offering a program of proved quality. 

That's what happened recently in the case of Television Station 
KTEN, serving in eastern Oklahoma, near Ada. Before going on 
the air for the first time (60 days before, as a matter of fact) KTEN 
had already sold four major AP newscasts. At first the four sponsors 
understandably were cautious of the untried . . . but when KTEN 
offered Associated Press material, combined with The AP's latest 
contribution to picture journalism — AP Photofax* — the road wa§ 
paved for quick acceptance. 

Not only that, but the modest premium asked of the sponsors 
for AP Photofax service as a talent charge very nearly was 
sufficient to pay KTEN's total costs for this service. 



1/ your station is not yet using Associated 
Press service, your AP Field Represen' 
tative can give you complete information. 
Or write — 



" "'^'feller p,,,^ 



t 





Here is what Vice President Bill 
Hoover concluded from this experi- 
ence: "Every station has occasion to 
sell 'on faith'. Faith plus hard work 
can accomplish wonders. Because of 
our afTiliation with AP, we find we 
have doors opened for us even be- 
fore our own doors have officially 
opened. It seems to me that's a tre- 
mendous dividend to enjoy from pro- 
gram material that costs so little.'' 



^ PHOTOFAX is AP's new facsimile picture unit 
which works directly ofF the famous VVirephoto net- 
work. Designed especially for stations, it is an 
example of AP's continuing development prograrh 
on behalf of its members. 



Those who know famous brands . . . 

know the most famous brand in news isjP 
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SPONSOR 




(Continued from page 26) 



I must admit I dithrt get the ])lot, since { spent so niudi 
time, unnecessarily as a matter of fact, fiddling with a won- 
derful new knob called ''Hue." I could make the leading 
man's hands turn from red to Ijlue. Think of that! 

Ahhh, the connnercials! Wliat a treat! Even at nine o'clock, 
half an liour after diinier, they made you hungry. My wife 
was constantly exclaiming, "That's just what the Cheez Whiz 
label looks like" . . . "Look at that slice of tomato" . . . 
*'Gives me an appetite all over again." And so the commer- 
cials did! 

Great as Kraft has always been in black-and-white, with 
color enhancing their tv copy, diere's all the difference in 
the world. As the cheese was spread over cauliflower, as the 
tomato slices were added, as the dissolves to finished dishes 
were accomplished, no one could fail to lick his lips. 

And the color was true. "Just like life" as they say in 
the dog-and-boat schools of art. But shucks, this isn't art. 
It's selling. And what marvels the hues of nature can do for 
us on television to whet appetites for products. If I sound 
a bit excited, it's because I am. Just wait till a few hundred 
more of these sets get around in bars! 

For some time to come — and this means long after tliere 
are worthwhile numbers of color tv sets in circulation — pros- 
pective customers will be fascinated by the true-to4ife 
appearance of the most commonplace labels and cartons and 
bottles. Things they see daily in stores (and magazines) 
without noticing will take on new interest and a compelling 
novelty. So what? Well — any advertising medium that can 
create such attention for the products it is attempting to sell 
is little short of miraculous. And miraculous, indeed, is 
color television! ★ * ★ 



Letters to Bob Foreman are tvelcomed 

Do you altvays agree with the opinions Bob Foreman ex- 
presses in "Agency Ad Libs"? Bob and the editors of SPON- 
SOR would be happy to receive and print comments from 
readers. Address Bob Foreman, c/o sponsor, 40 E. 49 St. 




DO YOU LIKE? 

We've Got 
'em Alll 

CBS NBC ABC 
DUMONT 

Yes, for over o year, 
WAFB-TV hos furnished 
the only TV progroming 
to the rich BATON ROUGE 
TRADE AREA. This rich 
petro-chemicol market 
responds to your sales 
messoges over WAFB-TV 
becouse the viewers ore 
omong the highest fxiid 
workers in the country, 
with omple free time to 
spend their money as you 
tell them to! To cover 
olmost o holf million 
potential customers, buy 
the only TV stotion in the 
copital of Louisiano . . . 

WAFB - TV 

Channel 28 

Boton Rouge, Lo. 
TOM E. GIBBENS 

Vice President & General Manager. 
Represented nafiona' y by 

ADAM J. YOUNG, Ji. 
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imporfan 





For the first time anywhere in Radio, a group of 
stations represented by NBC Spot Sales offer full-scale, 
local community service announcements for listeners 
to live by . . . for advertisers to sell by. 

Virtually every vital service that people need and want 

is now broadcast on a regularly scheduled basis. 

To acquaint listeners with the exact times of broadcasts, 

these stations have printed and distributed over 

5 million pocket-size service time-tables to the people 

in their service areas. (Send for one and see how 

your product can use these cards for merchandising.) 



Advertisers can now do a better selling job by 
identifying their products or services with specific, 
related community services. Now, your product can be 
related with those services that Radio does best 
and at extremely low cost. For instance: 

Farm Service annauncements in a midwest market 
deliver over 4 million weekly impressions at only 
38 cents per thousand. 

Commuter Train Service in another major market . . , 
over a million listener impressions each week . , . 
at 44 cents per thousand. 

Weather and Traffic spots in a third market . . . 
over a million and a half listener impressions 
weekly ... 35 cents per thousand. 

To saturate markets covering almost 'a the nation's 
retail sales with service announcements that people are 
already living by, call your NBC Spot Salesman. 




i 




CES 



0 




Can the people who dial in any of these services 
buy your product: 



TrafTlt & Weather 
Commuter Trains 
Home maker's Service 
Flight Service 
Ocean Liner Service 
School Closings 
Farmer's Service 
Community Bulletins 
Blessed Events 



Lost & Found Pets 
Ski Service 
Mariner's Service 
Beach Temperatures 
Fishermen's Service 
Polien Count 
Scholastic Sports 
Shopper's Service 
Civil Service Information 



If your answer is yes, ask your NBC Spot Salesman 
for all the details today . . . you can be on the air 
tomorrow. 





SPOT S VI^ES 

30 Rockefeller PIdza, Neic York 20, N.Y. 



representing TELEVISION STATIONS: 



WNBT 

WNBQ 

KNBH 

KSD-TV 

WNBW 



New York 
Chicago 
Los Angela 
St. Louis 
Washington 



WNBK Cleveland 

KPTV Portland. Ore. 

WAVE-TV Louisville 

WRGB Scheneetady-Albany-Tro'j 

KONA-TV Honolulu. Hawaii 



Ch icago 
Detroit 
Clevela nd 
Washington 
San Francisco 
Los Angeles 
Charlotte' 
Atlanta' 



representing RADIO STATIONS: 

WNBC Nejv Yorh 

WMAQ Chicago 

KNBC San Francisco 

KSD St. Louis 

WRC Washington 

WTAM Cleveland 

WAVE Louisville 

KGU Honolulu, Hawaii 





II t'oi iiiri an titmstiauis of currvul tiileregl 
to ulr advert\sors attd thetr nyciiriiv* 



At /l/l/l/l vonveniUm Fulvfux Cone said "liiiclcsler.v" 
shinihl be voietl out of the '1/1 \v'. What do i/oii think 





Mr. Duffy 



THE PICKED PANEL ANSWERS 

H» llrmuril t. Duff-. i>r,:i,l,-nl. liliDO. > }nrli 

\-k\\\<i wlietlier 
or not tlic "iuick.- 
-ItM-^" 'lioiilcl he 
\ oled out of tlie 
1 \'> i> like u^In- 
iiijr whether the 
s'er>" slioultl 
he hiirred from 
I a v\ . or the 
■'t|u;ieks"* from 
iiietliciiie. 

The answer is 
iiio>t >iuel\ \fj> and all lluil remains 
to he done is lo de( itie who i- •riiilty. 
how <;uillv he is. how often he is ^luiltv. 
and whether or nut he can l>e reformed. 
In other words, what is a "huek'ter?" 

Keicnth. I know, there was an elTort 
made to lake an ajieney s 4'\ memher- 
ship away from it he<aiise of a certain 
tainpaign that was ^irneralK ihuujiht to 
be in \iolati()n of all fiood taste. The 
ug:ene\ |jl("aded that the < lient in^ist- 
(;d U|)on this kind of ad\erli>inp that 
he < ould not he chaiijied— that another 
J.\ njzencN was read\ to take the ac- 
count sli4)uld the afjeney heinpr (jues- 
tione<l H'^i^ii the a< (ount. 

Tlii> excuse was acce|)ted. and there 
wa> some merit to the excuse, hut \ou 
can >ce how diflK ult it hccome^ to con- 
sider throw in*: out other ulTcndinji 
liiendiers. .Vn\ aj:enc\ can olTer the 
same excuse in the future. 

Ves. I think the "huckster^"" shouhl 
he thrown out. 



Mut I also think that we sometimes 
lend to emphasize the bad actors in 
our business so much that we forjiet 
what a wouflcrfull;, fine business it \»4 
Our "luKksters" ma\ be buni>, but 
the\ are Jiot criminals. The bad actors 
in law and medicine fio to jail, as they 
should, for all de<rree.<5 of crime. 

I lionestK think the advertising busi- 
ness has better ethics than most profes- 
sions or businesses. Don t get me 
wrong I'm for cleaning it up — but 
I'm for reniend)ering that it's pretty 
darn ( lean right now. too. 



Ity Witli^m K. Hakfr Jr., chairman of thf board, 
lirntan &. lioutfs.. Inc.: chairman, 11-11. .V, >'. 

Last week in ni\ 
opening remarks 
when accepting 
the chairmanship 
of the 4A'5 for 
the coining year. 
I complimented 
m\ fellow crafts- 
men ill atkerlis- 
ing. in distril)u- 
t i o n a n d i m - 
pv()\etl j)roducl 
planning. \t the same time I sug- 
gested that if there were an\ *"hu( k- 
^ters" in the room that the\ might 
withdraw. M\ sentiments are clear, hut 
the |)rohlein of im|)ro\ iiig adv ertising 
content is long-range and dinicnlt. 

Ibis is es|)e<iall\ true since the 
.\eight of some of our "half truth" ad- 
Ncrlisirig seems fo pa\ off for ad\ er- 
tisers. Client as well as agencv must 




Mr. Bdker 



share in the responsibdit) for content. 
!n the last anaKsis an agency is only 
doing what the advertiser permits or 
may even instigate. 

Speaking as an individual oiil\. I 
think that wc ought to consider being a 
little tougher on ofTeiiding members of 
tl e 4A s, rather than risking the loss 
of some of our fine associates who feel 
disturbed and chagrined at what a 
number of fellow member? continue to 
do. in spite of earnest efforts on the 
|)art of our Asso<iation to correct the 
situation. 



fi\ i'irlor Anconaj advertising managfr, Am^rirtm 
\1achinf & Fountiry Co., .Wir Yt^rk 



Mr. Ancona 



1 had assumed all 
along that what- 
ever qualifica- 
tions an agencv 
had to have for 
membership iir 
the AAAA. one 
of the m vv o u I d 
certainly and 
iialurallv be the 
ethical conduct of 
the a |) p I V i n g 
Fairfax Cones remarks at 
the 36th annual meeting, that "we have 
hucksters in our own association* 
came as a sur|jriM'. siin|)lv be<'ause I 
had su( h a high re<;ard for the 4'V"s. 

It lake< leadershi|) for ain one like 
Mr. Cone to come forward and speak 
the truth. I have little ho|)e that the 
guiltv agencies will repent if expelled 
from the ass<M iation and I am sure Mr. 



a Irene V . 
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Cotie deplores the huckster in or out of 
the AAAA. The moral and ethical 
fibres needed for (he conduct of a per- 
sonal or business life do not come 
about through policing methods. We. 
advertisers and agencies alike must 
search our own souls and act accord- 
ingly. Education of the young at 
lio'iie. school and in apprenticesliij) v\ill 
iielp, but more importantly, a social 
climate that rewards the practitioners 
of tfie Good Life is the onh' incentive 
that will stamp out the huckster in ad- 
vertising as in any other life eiiceavor. 

To cry out indignantly because our 
fellow men have erred is a natural re- 
action. It momelitarily clears the air. 
it disassociates us from the guilty 
ones, but it rarely cures the causes. 

We must dedicate ourselves to the 
one herculean task of proving that it is 
not good business to mislead people. 
Only if each of us is determined to 
practice and radiate truth in advertis- 
ing can we polarize the thinking and 
actions of others to this concept and 
thus make it a universal reality. 



Any quesfions? 

SFOINSOR welcomes questions from 
readers for use in this feature. 
Suggested questions will be eval- 
uated for their interest to other 
readers and, if found suitable, 
will be submitted to the most ap- 
propriate authorities for answer- 
ing. Upcoming questions include: 
"How can sponsors take better 
advantage of cost-saving tv pro- 
duction techniques?", "How do 
you use cumulative ratings in 
considering radio buys?" and 
"How can the local advertiser 
use tv successfully? ' Answerers 
of these questions will include 
advertisers, agency personnel, 
station representatives and spe- 
cialized consultants. Frequenth 
readers submitting questions have 
found the answers are helpful 
guides in the solution of industry 
problems. Questions can be eith- 
er of general interest, or related 
to some specific air advertising 
problem. 




THE POSTMAN 
IS ALWAYS 
RINGING 

'^KCEN-TV 

. . . Bringing Letters of 
Praise from a Vast, Re- 
sponsive Audience 

The Rich Temple-Waco Market 
Listeners write from every 
county and town in the Heart 
of Texas area, expressing 
enjoyment of KCEN-TV programs 
and reception, and even from areas 
far beyond engineers' original cal- 
culations of coverage. Your sales' 
story covers a radius of over 100 
miles . . , and a population of over 
a million people. 




KCEN -TV 

P. 0. Box 188, Temple, Texas 

Phone — 3-6868 

George P. Hollingbery Co, — NafI Rep, 
Clyde Melville Co. — Texos Rep. 



833-Foot Tower 



830 Feet Above Average Terrain 

{Tallest tower in Texas, south of Amarillol 



INTERCONNECTED 

Adverf/sers Now Reach A//'- 
/f»e Temple-Waco Marketf 
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KIIQ-TV filiii.v i>vavuaiion of Spolcatte for Civil UeSeitse 



What does a city look like when it s. 
Leiii^ evacuated in time of eiiier{;enc\ ? 

For the first time Civil Defense 
workers at ross the ronntry s^oon will 
be able to see how a city react? to the 
"Hed Alert" from a film made In 
Kliy-TV, Spokane. 

Late last month Spokane Civil De- 
fense onici£ds stajied "Operation Walk- 
out" — the first emergency evacuation 
of an entire cil) in this cit\ of li',0.- 
000. From three locations ' KIIQ-TV 
cameras re<orded difTcrent phases of 
the evacuation. 

While KIlQ-TV was making the 
fdm, tv viewers at home and KIIQ 
radio listeners saw and heard a de- 
scription of the evacuation. 

Xerve center of the air operations 
was the KHQ-TV mobile unit al How- 
ard and Sprajiue — a main artery of 
pedestrian traflic. Atoj* the mobile 
unit a camera followed the progress 
of workers in stores and office build- 
ings as they left the buildings and 
went to the e\acuatioii points where, 
in time of an actual emergency, city 



bust's wonid he stationed to take them 
out of the city. 

More than 1 1,000 w orkers w ere evac* 
uated from the city's downtown area 
in eight minutes. 

Another camera was atop the nine- 
stor\ Spokane & Eastern Hank HIdg. 
at Riverside and Howard, heart of the 
city and its busiest intersection. This 
camera picked up nurses as the\ left 
the Paulson ^Medical Dental BIdg. for 
pre-appointed posts at cit\ schools 
designated as field hospitals. 

One camera, e(]uipped with a tele- 
photo lens, showed viewers the jet 
interceptor s(]uadrori from nearby Gei- 
ger Field as it swejjt over the city to 
intercept the bombers. A few moments 
later the bombers appeared, drojiped 
leaflet '■bombs" over the city — aho 
recorded h\ the camera. 

Meanwhile, in the Spokane Air De- 
fense Filler Center. KIIQ- TV cameras 
televised CD workers plotting the 
course of "'enenn " bombers on the 
Filter Center's map. Announcers ex- 
plained operation of the Center. * * * 



KHO-TV camera in Air Defense Filter Center follows plotting course of "enemy" bombers 




WTOP-jXItl'TV com prom iscs 
on .split (itii-tx* operations 

WTOP-AM-TV, Washington, 1). C. 
has come to a compromise on the 
|)rohlem of whether to have separate 
am and tv stalls or w he' her to ojjer- 
ate as a single entity with the itaff 
iiienihers assigned duty on ho'.li 
stations. 

Last month the Capital City station 
set up the radio and tv stations as 
sejjarate organizations. But the non- 
competitive units — engineering and 
general ser\ ices — are centralized and 
operated as a unit of WTOP^ Inc. 

"In setting up our radio and tele- 
vision stations as separate organiza.- 
tions," John S. Hayes, president of 
WTOF, Inc., told SPONSOR, "each is 
given the opportunity to concentrate 
on and develop its particular advan' 
tagcs in a free, competitive spirit. 

"We think we have found a w'ay to 
allow constructive competition plus 
free{lom for each medium to develop 
its own unique powers," Hayes con- 
cluded. 

Heading the radio division is Lloyd 
Dennis who will be vice president for 
radio. He s been with WTOP since 
1937. was formerly vice president in 
charge of jirograms for WTOP-AM-TV. 

George Hartford will be vice presi- 
dent for television. He has been with 
WTOP since 1948 and vice president 
in charge of sales for radio and tv 
since 1951. 

Clyde Hunt, with WTOP since 1932,, 
former vice jiresident in charge of 
engineering, becomes vice president 
for engineering. 

Director of general services (ac- 
counting, administrative, etc.) is len- 
ience E. Richardson who has been 
with WTOP-TV (then WOlC) since 
19.50. * * * 



BrieSlt/ . * . 

Omaha's first locally-produced all- 
night telethon. On Stage for Cerebral 
Palsy, produced an estimated $135,000 
for residents of Eastern Nebraska and. 
Southwestern Iowa, according to John 
Dickman. national telethon chairman 
for Liiited Cerebral Palsy Association 
and -Mrs. Ben Cowdery, president of 
the Omaha chapter. ' WOW-A.M-T\' 
aired the telethon which featured Ben 
Alexander, Dragnet star, and Toni Gil- 
nian, radio-tv actress. 
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tooiuenson gives check to UCP poster boy 

Meanwhile, in New York, Leonard 
H. Goldenson, president of American 
Broadcasting - Paramount Theatres, 
Inc., is shown (above) presenting a 
check to Charles Stohlberg. The check 
represents Cerebral Palsy contribu- 
tions from 100% of United Para- 
raount's personnel. Stohlberg, this 
year's Cerebral Palsy poster child, ac- 
cepted the check for the United Cere- 
bral Palsy drive, being held this 
month. Nearly all the nation's radio j 
and tv stations are helping the CP 
campaign in various ways. 



Add this to your list of special 
events: Pancake Festival. Yup, there 
was one recently in Carlisle, Pa. Dur- 
ing the three-day flapjack frivolities 
(a money-raising project for Carlisle 
charities) Aunt Jemima appeared on 




Aunt Jemima gives VvTPA viewers pancake tips 

WTPA, Harrisburg's Look What's 
Cooking program and discussed the 
finer points of making pancakes with 
Charles Shwarz of Quaker Oats and 
Pauline Cooper, WTPA home econo- 
mist (above). 

[Please turn to page 143) 





ALWAYS 



A JUMP 
AHEAD 



KSL-TV's merchandising service puts 
more cash in any advertiser's pocket. 
Every effort is made to let everyone 
know what's doing advertising- 
wise, and our Personalized 
Service insures full cooperation 
0 ^v!!^ between local distributors 

and retailers. 




What's more, letters in the 
KSL-TV files prove that our 
merchandising activity forces 
distribution in the Intermountain 
area. For more information, 
call CBS Television 
Spot Sales, or 



KSL-TV 



SALT LAKE CITY 



Serving 39 Counties in Four Western States 
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static on the grapevine 
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ere are the facts 



ffective September 1, 1954. 

^BC SPOT SALES Will represent the Crosley Group 
jtations on the Pacific Coast and in Detroit. 

▼The crosley group Sales Offices will represent 
ill the NBC Spot Sales radio and television stations in 
Cincinnati, Dayton and Columbus. 

liere is no change in representation of Crosley Group 
tationsby Crosley Sales Offices in New York, Chicago, 
[!^incinnati, Dayton, Columbus, Atlanta. 

. . and no change of station ownership or management 





METROPOLITAN 

{Continued from jxige 53) 

Melropulilan hus found that in some 
ca.^es reiiuns froiii a particular sla- 
liuii do lend to fall oil. About llie oidy 
\vay lo rrally tell if llie niarkcl has 
been saturated i'^ to try die same lime 
on another outlet. If returns from the 
new station pick uj), it indleates that 
it reat hiiif!; a "fresh" audience. Met- 
ropolitan empha>-i/es thai it's no dls- 
praee for a station to he dropped from 
llie schedule. 

There is no set time limit and Met- 



rtjjjolilan has no formula for determin- 
ing when and if stations ought lo be 
clianged in a particular market. 

If all stations air the same announce- 
ments, why doesn t Metropolitan buy 
oid\ network? 

T he company likes spot radio for 
two reasons. 

In the morning (when there's not too 
much television competition) people 
want to hear the local news, the local 
weather report. Did the school board 
vote teacliers iiigher salaries? Where 
was the fire last night? Should I wear 
a coal to the ofijce? Then, too, some 



local ^ew^caslers have a more loyal 
following than a "name" network an- 
nouncer. 

2. Local radio lets Metropolitan co- 
operate with authorities in times of 
local emergency. For instance, several 
years ago there was a polio scare in 
one section of the country. Metropoli- 
tan was able to cancel the scheduled 
health messages in the aflected cities 
and substitute information on polio. 
Last year the Red Cross was anxious 
to enroll civilians in its student nurse 
courses. A limited number of an- 
nouncements brought far more appli- 
can>ls than had ever been received. 
When a tornado ripped through Mas- 
sachusetts last year scheduled copy was 
killed and information about the tor- 
nado substituted. 

Metropolitan almost makes a point 
of not selling insurance in its an- 
nouncements. It's a huge company 
with a lot of prestige and it wants its 
advertising to reflect that prestige. 
This explains its preference for 15- 
minute news programs. 

It could buy two five-minute shows 
with what it pays for one 15-minute 
program. Or the company could save 
still more money by using participa- 
tions. 

But Metropolitan sticks to the 15- 
minute news programs because it be^ 
lieves that type of program offers a 
public service in a dignified manner. 
It feels you need 15 minutes for both 
world and local news, weather, and 
the two health and welfare messages. 

About 85% of Metropolitan's pro- 
graming is in the early morning. Be- 
sides time periods, other factors Met- 
ropolitan looks into include station 
coverage, power, cost-per-1,000 — in 
short, the same facts most sponsors 
want. 

Since insurance is a business found- 
ed on statistics you'd expect Metropoli- 
tan lo have great piles of qualitative 
radio research to back up its reasons 
for buying what it does. Outside of 
the usual time buying data, however, 
the company has relatively little sta- 
tistical information. For one thing 
the company is selling good health. 
Tliis is a long-range proposition, and 
only the actuary tables for years from 
now will help show- how successful the 
good health messages have been. 

Some measure of a station's vitality 
can be measured by the number of 
requests for booklets that it produces. 
But company officials don't take these 




Women almost fought to buy! 

• 5 announcements exclusively on WBAM on Sunday, 
March 7, 1954 drew an estimated 6 to 8 thousand 
women to Montgomery's Largest Department Store* 
on Monday, March 8, to buy 720 pairs of hose! 

• Advertiser was forced to buy 5 more announcements 
to apologize to customers who could not be served! 



*Name of store on request. 



740 KC 

WBAM 

50,000 W 

MONTGOMERY, ALA. 
(^al^ ^iUlcct Ira Lcslie-WBAM National Sales, Birmingham 6-2924 

RADIO REPRESENTATIVES, INC. • NEW YORK, CHICAGO, HOLLYWOOD 
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STRIKING AUDIENCE 
with Billions* to Spare 



\VNAX-5V0 has just completed its 3th Annual 
5-State Bowling Tournament, the largest 
sports promotion ever undertaken by an American 
rado station, with prizes of $27,0CO in cash 
and 56,C00 in merchandise. 




9195 



9,195 male bowlers scattered pins all over 
Big Aggie Land. Regional tournaments were held 
in Fargo and Bismarck, North Dakota; Aberdeen 
and Sioux Falls, South Dakota; Columbus, Nebraska; 
and Sioux City, Iowa. 168 finalists went so far 
as to fly, drive or walk a total of 61,214 miles 
to take strikes at top honors m Sisux Falls. 



SO? 



So we think it's important to advertisers. 
The Tournament demonstrates our vast coverage, 
shows that when you set up commercials in our 
alley, the Big Aggie Land audience (potential ove^- 
2 million) gets out and does things. 
Spare a moment to talk to the Katz Agency. 



♦Effective Buying Income (Sales Management est.): $2,918,^19,000 
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fipiirps l\ic filial an>-\\t'r. I'arl of a 
slalioii's >u(< cs^ (lt'|)(Mi(K on tlic jxtpii- 
larit\ of the l)Ooklct> ofTcrcd. 'llfcli. 
too, the ic-iiofi ;i -tatioii is rii I> a 
factor. \ lnHjk ahout tlif (oiiiiiioii 
cold will |i<> of iiioii- intercut to Hostofi 
aird New ^ oik lt»l('iiei> and tlit'\ woidd 
ri'-|)oiid in far ^rcatci' niffiTl'crs than 
would listriicr* ifi Mianri. 

Dnriiij; ITi.'i alino-t "lO.OdO rr- 
(|iif^t~ for liookli t* i-amc diriHth from 



radio station^ \ el thi" doesn't tcdl 
the wli()l<' sii>r\ liecause an urikru^wn 
nuffd)cr of |r('0|jl(', after hearing about 
the liookh't oif the radio, a.-ked thfir 
^letro|)olitan agent* for topies. 

The fir>t booklets to he i»uc(l In 
the < «ini|)an\ > Health lii Welfare Di- 
vision came out the sarrre \ear the 
division wa^ »ct up. \')()'). ^^in(■e then 
fifore than one hooklet e\er\ >e<'<)n<l 
lia^; heeii (li>tril)Ute(l. During }^)r)'.i 



There are 197 
Radio Stations 
in Texas . . . but 




it only takes 2 
to reach Y2 




the"peoplle 



KLBg 



HOWAtD W. DAVIS, Own*r 



SAN ANTONIO, TEXAS 

5000 WATTS 

ON 630 




HOWAtD W. DAVIS, Pr.i.WT 
OUNN DOUCIAS, Mgr. ™ 

HOUSTON, TEXAS 

5000 WATTS 

ON 610 



The Biggest Buy in the Biggest State! 




Ask the Walker Representation Co., Inc. 



tlie total numher of l^ooklets given 
away was ab(iUt 81 million — consider- 
ably irrore than oiie-a-secorid a\erage 
(there are 31 .536.()()() t.ceond# in a 
\ ear I . 

rire 10 iiiuM po|)ular suhjectb of 
booklet."- (ill alphalx'tical order): Al- 
lergies, arthritis, ( ookhook. Food jar 
llie Family, Overuei^ht & Lnder- 
H ci^lil, I'reparinfC to Make the Most of 
Older Age, rule? for good health, tak- 
ing care ot patients at home, i rider- 
sldndirifi ) our Child, 1 our Heart. 
Least popular: lion's Your Driving? 
Metropolitan reasons people are inter- 
ested in things that afTe< t them closely 

their own health, their children's 
proper growth. (I)ri\irig \% not as 
close to listener interests, it seems, as 
health, I 

Cost of the booklets is borne entire- 
ly by the Health & Welfare Division. 
This division writes the booklets and 
assists in checking the health hints of- 
fered in Metropolitan's radio an- 
nouncements. 

Copy for the radio messages is draft- 
ed by Y&R. with Henry Geyelin. Met- 
ropolitans advertising manager, assist- 
ing. After it s written, copy usually is 
checked not only with the Health & 
Welfare Division but also with special- 
ists on the particular subject. 

E\er\ piece of radio co|)y cf)ntains 
these three elements: 

1. Information about the symptoms 
and /or facts related to a common 
cause of death or a jjroblem such as 
safetv . 

2. A hopeful note such as informa- 
tion related to the advances made and 
being made by medical science. 

3. Stress on the importance of con- 
sultation with a dfKtor. 

Preparation of copy lakes much 
longer than cop\ for tangible prod- 
ucts, such as soa|) or cigarettes. Here's 
a rough outline of the steps followed 
ill |ireparation of rop\ : 

First, research. Intended to uncov- 
er an\ new treatment* or helpful iii- 
foriiiation that might l>enefit the |)ub- 
lic. 

>ec-ond. medical tlearaiue. Metro- 
politan iiKxlical men are consulted as 
well as specialists, niis is an exacting 
job btH\Tuse the conipan\ must have 
the o|)inions of the most prominent 
men in each field to obtain the latest, 
the most hel|)ful and accurate infor- 
mation. 

Ihird. further research. This ma\ 
in\olve the reconciling of opinions of 
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dW iiiUTviewcd, Kew^te^ are the rule 
rntlicr than the exception. 

Fouilli, statistical clearance. Metro- 
politan's tilJitijitical (lej)artnient is con- 
j^ullt'J mill uiUside sources also may 
lie con I acted. 

After all llils you might expect the 
[;()py ttf souiiJ like paragrajihs from a 
coUejje nsedicaJ hook. But it doesn't. 
H[?ic\ a recent opening and 



closing 



0[ifriingi "Authorities say that our 
gTi'atest hope for the cure of cancer 

early diagnosis and exact diagnosis. 
Fortunately, this hope is heing realized 
in a suhstantialh larger numher of 
cases each year. Patients can do much 
t(i accelerate this progress. So, here 
is today's GOOD HINT FOR GOOD 
HEALTH from the Metropolitan Life 
Insurance Conijiany: Learn cancers 
early ifaiiiin'^ .signals and go to your 
doctor promptly should you notice any 
of them. These signals are listed — 
ruiinlitmi's liooklet IFhat You Should 
Know About Cancer. If you send a 

pust ciiid to , Station , 

a free r(}])j uill reach you promptly 

Closing: "1 he reason why cancer is 
often called Si silent sickness' is be- 
rause its early symptoms may be hard- 
ly' liOlicealtle. MoreoA er, it ma)" cause 
no paiti or discomfort at the start. 
Yel, there are certain Avarning signs 
10 iihich 1TC sliould all be alert. Some 
of these are persistent indigestion, per- 
sisterit hoai.seness or cough and any 
i^oTC that does not heal, say, within 
two wt'sks. Do you know the other 
si^jji.nls ulilcli may mean cancer? If 
nsjl. (heti ive suggest that you follow 
tmUfs GOOD HINT FOR GOOD 
HEALTH Iroiii the Metropolitan Life 
fnsiiriince Company: Learn cancer's 
early uarnini^ signals and go to your 
dof.lur prntiipdy should you notice any 
of ihftji. Metropolitan's booklet. 
What You Should Know About Can- 
cer gives a lomplete list of possible 
cancer signs. It also contains many 
reassuring facts about the chances of 
cure uhcn cancer is diagnosed and 
liX:i;itt;f.l early. Simply send a post card 

to , Station , and a free 

mpy uill reach you by mail." 

During die Aveek that the cancer 
inc-is^^gesi were used, there were six 
difTereut "good hints for good health" 
about the disease. While these six 
health hint? nre almost pure ''public 
servitej" Metropolitan is the first to 



admit that they also help sell insur- 
ance. Jerry Crowley, who is Metro- 
politan's advcrllsing promotion man- 
ager, puts it this way: 

■'Our advertising is planned to in- 
crease the prestige of the company and 
the acceptance of its agents. The cam- 
paign is an educational program de- 
signed to benefit everyone It reaches 
as well as the compan). 

"Advertising, therefore, nmst he 
closely related to selling. I think you'll 
agree, for instance, that if an agent 
representing the Metropolitan and an 
unknown company api)roached a pros- 



j)ect, the man from the unknown com- 
j)any would have hy far the most dilTi- 
cull time. 

"The basic ohjccti%es of our adver- 
tising program were set in 1922 and 
have he<^n adhered to ever since. Ha- 
ley Fiskc, who was then jiresidcnt, 
wrote in exjilaining the reason for the 
beginning of the advertising cam- 
paign that it was promoted l>y 'a de- 
sire to sjiread widely the knowledge 
of health and the ways of conserving 
it, that people may live longer, hap- 
pier lives . 

(Please turn to page 98 ) 



BMI 



War Service in ITf^ 

Service contimies to Ik? one of the basic theme 
songs at BMI. Not onl)- are its facilities offered to 
its T\' licensee?, hut to piochicers. advertising agen- 
cies and their clients, TV film distril)iitors, music 
conductors, director^, and everyone in TX con- 
cerned with ma.<ic and programming. 

This service is a])parent in the day to day activities 
of BMI and is provided in many forms, such as: 



® Assistance in the selection or creation of music 
for theme, background, bridge, cue or incidental 
mood nnisic 

® Aid in music clearance 

• Help in protecting music ownership rights 

® Answers to questions concerning copyriglits, 
nnisic right for future residual usage and lielp 
in solving all other problems concerning the use 
of music in TV 

Let BMI ^ive you the 
TV Music Story toduv 



Call or Write BMI TV SERVICE Department 

BROADCAST MCSIC, inc. 

NEW YORK • CHICAGO • HOLLYWOOD • TORONTO • MONTREAL 
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CONNIE B. GAY'S 




TV'S FIRST AUTHENTIC HILLBILLY EXTRAVAGANZA 

This jumpin' Jamboree called TOWN AND COUNTRY TIME cur- 
rently appears regularly on over 1800 radio stations throughout the 
country. And hillbilly music fans don't just listen — they're loyal to 
the core! They can't wait to see Jimmy Dean, the Texas 
Wildcats, Mary Klick, Pete Cassel, and Quincy Snod- 
grass on TV. (On a recent local broadcast the listening 
audience was asked casually whether they would like to 
see TOWN AND COUNTRY TIME on TV.-A Hood of 
mail inundated the studio. We'll show you the letters!) 

What an astute sponsor can do with this powerful mer- 
chandising set-up should make his sales force jump and 
sing "Bimbo." We've got Jimmy Dean records, Jimmy 
Dean autographed photos, Jimmy Dean personal ap- 
pearances and a host of other sales-compelling plaiis up 
our sleeve. 

Why not call PL 7-0100 today and get the whole story 
and an audition print on your desk tomorrow. 





Last year, hillbilly sheet music and record 
sales fopped seven hundred million dol- 
lars. . « hardly alfalfa ! 

There are over two thousand disc jockeys, selling 
in every major area of the United States, who play 
hillbilly tunes regularly. (No wonder TENNES- 
SEE WALTZ, COLD COLD HEART, CANDY 
KISSES, GOOD NIGHT IRENE, and ON TOP 
OF OLD SMOKEY, are among the all-time best 
sellers in the music industry and RICOCHET, 
CROSS OVER THE BRIDGE, CHANGING 
PARTNERS and SECRET LOVE are current 
whistling favorites with the populace.) 

It has been estimated that 50% of all popular 
records sold are hillbilly songs. 



Astounding? 

Not to CASH BOX which in a recent issue devoted 
exclusively to the hillbilly selling rage, declared: 
"America's regional music has become America's 
national music!" 

The deeper a city slicker gets into the hillbilly 
phenomena the faster his head swims in thousand 
dollar bills. One "country music" singer has ped- 
dled 19 million records in the last 15 years. In 1953 
a group of eleven hillbilly artists grossed just under 
$8,000,000. A local hillbilly radio show charges ad- 
mission to see the program broadcast and turns 
away thousands every Saturday night! (A portion 
of the show is carried on a network to a national 
radio audience estimated at ten million.) A leading 
tobacco company has been a hillbilly sponsor for 
over 20 years. One popular hillbilly performer even 
ran for Governor! 




Radio's Fabulous Hillbilly Variety Show 

Currently Appearing on 1800 Radio Stations! 

JIMMY DEAN AND THE TEXAS WILDCATS - Handsome Jimmy Dean, 
star of TOWN AND COUNTRY TIME, is one of the top country music 
artists in America. His recording of "Bumming Around" hit the list of 
top tunes for 17 consecutive weeks in 1953! 






America's Leading Distributor of Quality TV Films 

O FFI CI AL 
FILMS, INC. 

25 WEST 45th ST., NEW YORK 36, N.Y. • PL 7-0100 




I lii^ ^aiiii' f xjjlaiiiv mIi) 

riH|iic^l^ for booklets aren't as 
leads to iii^uraiK e pro^jiec ts. 

"Adiiiittiiij: that our ile^iic to iii- 
< rca«e life e\jie< taii( ). {o\ l)otli hu>i- 
iie^- and -.o* ial reason^, tlieii it follow.^- 
that the |)ro;:raiii would not he coui- 
|)letel\ eirecti\e uiile-^s it resulted in 
di^trihntiou of a niaxinnnn unnd)er of 
|jain|)hlet^. 1 am ^ure the requests for 
|jainj)hlet>i would fall far helow the 
present level if the\ were u>ed as sales 
leads. 

" I his is rather ol)\'ious. 

"I know I don't \\ritL' for a |)ani- 



|)lilet nuni\ tiine^ hecau^e I think that 
the next morning someone \\ill he trj- 
iiij; to sell me llie j)ro(hKt achertised. 
I here is a great puhlic relations \ alue 
in heing in a j)osition tt) gi\e ^ouie- 
thing \\ithoul innnediatel\ asking for 
something in return. Certaiul) the 
prestige of the compau) and its agents 
is itKTeased hetause we are in a posi- 
tion strong enough to follow the |)ra<- 
tice." 

In the <M»e of some olfers made o\ er 
the air h\ certain ad\erlisi'rs it has 
heen found that most resjjonses came 
from j)e<)jjle in the lower socio-eco» 




i>:lFERTILI2ER 



( SALENS 



"XT. 



Last year, Kansas farmers fertilized their fields and 
harvested more wheat than any state in the union — 
worth over $77 million ! You too can harvest a bumper 
crop of Kansas sales — but you've got to fertilize! 
How? With advertising — WIBW radio advertising 
(hat gets right to the roots of Kansas farm life. 

You see, Kansas is a state of farmers. And the best 
way to fertilize 'em is to put your selling message on 
the radio station they listen to most' — WIBW. 

'Kansas Radio Audience '53. 

WIBW-CBS Radio, Topeka, Kansas 

I'.en i.iuh. Gen. M^r. WiUW. V\ IU\V- i\'. KCKN 

Rep.: Capper Publications, Inc. 



nomie levels. The middle- and high- 
hrow.s seem to take a cynical attitude 
toward oilers and aren't so acti\e with 
their jiens. 

This doesn t hold true for the Metra- 
jjolilan Ixjoklet oilers. The insurance 
coinjjau) officials cxjjlain that the) 
ha\e as many reijuests coming from 
high-income as from low-income 
groups. They attrihute this to the fact 
that e\ervone is interested in himself, 
in his own health. The jjresident of a 
giant manufacturing enterprise is just 
as concerned j)(jssihlj more con- 
cerned — ahout, say, his heart as the 
lowliest lahorer enij)lo\ed by him. So 
the |)resident will write in for the 
hooklet that promises him helpful in- 
formaticHi. 

Metropolitan promotes "its advertis- 
ing, explains to agents and emjilovees 
why it advertises the way it does and 
how agents l an take ad\ antage of the 
campaign. 

Crow lev as ad\ertising promotion 
manager sends out 600,000 leaflets 
e\erv four months publicizing the lo* 
cal broadcasts. The leaflets list the sta- 
tion and time of the companv -sjion- 
sored newscasts and usualh are re- 
distributed by the local agents to their 
polic\ holders and j)rosjjec"ts. 

Even the network broadca^ts^ are 
brought down to the lo< al lev el by hav- 
ing the j)rograms originate from \ ari- 
ous cities at diflerent times of the \ ear. 
Some event of national interest in the 
citv is usually the basis for the broad- 
cast. For example, when Detroit cele- 
brated its 250th anni\ersary. Allen 
Jackson originated his broadcast from 
that citv. The district manager gets 
re<"ognition for the hx-al broadcast of 
the network shows. 

In Kock Island recenth the person- 
nel of the Metropolitan office \vere in- 
\ ited down to the station's studios to 
\vatch the TiOO-T:!.") a.m. news show, 
I The com|)an\ ser\ ed breakfast after- 
ward. I Crowie) says the results were 
exactlv what he had hoj)ed for. It 
made the personnel feel as if they were 
on the inside — tliev knew what it was 
all about. So successful was the Rock 
Island j)romotion that Metropolitan 
plans to use the idea in other cities. 

The current Metropolitan radio cam 
paign began in June 1946 on 37 sta- 
tions and with a budget of S650.000. 
It followed an 11-) ear hiatus from ra- 
dio. Xow Metropolitan is on the air 
} ear- round: as nmch time is bought 
in sunnner as <lnrins the winter. 
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ONE PROGRAM OFFER OF THIS PHOTO 
BROUGHT OVER 3000 REQUESTS ! 



Three announcements on a 7:15 Sunday morn- 
ing WFAA broadcast offering this photo of The 
Early Birds netted in excess of 3000 requests. 

Mail pull was from 589 towns. 90.14% were 
post-marked from outside "sleeping-in" Dallas 
and Fort Worth. 38.5% bore rural route or box 
numbers. For the advertiser reaching for a rural 
market this Early Bird Sunday show is an extra- 
ordinary value at Class C rate. 

Quaker Oats' Aioit Jemima sponsors The Early 
Birds in three quarter-hour segments a week. 
92,700 cards received in an Aunt Jemima drawing 



ALEX KEE5E, Station Manager 
GEORGE K. UTLEY, Commercial Manager 
E0WARD PETRY & CO., National Representative 

Radio Services of The Dallas Morning News 



show The Birds' weekday pulling power. Pulse 
rates The Early Birds first in every quarter-hour. 

The Early Birds are the oldest breakfast vari- 
ety show on the air. March 24, with their 7670th 
consecutive broadcast, WFAA celebrated the 
beginning of The Early Birds' 25th year. 

// you'd like to know more about how Texans 
love and listen to The Early Birds — just ask a 
Petry man. 

One of a series: WFAA's established leadership in the Soufhweif 



WFAA 

820 ■ 570 

50,000 WATTS 5000 WATTS 

DALLAS 

NBC * ABC • T Q N 



17 MAY 1954 
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MctKJpolilaii s first radio caiiipiiigii 
l>pgan only tlirec years after it started 
it-s fii!«t iiatiuiinl ad\ertisin<5 campaign. 
In 1923 as the first invurancc firm tt» 
u-c radio -.MctrDjiDlitan l)i)Uj:ht carly- 
niorning radio. Heally early niorniiig 
il \va-, tuo: 6:13 ajn. It was a pro- 
gram of >etting-U]> p\erci>es conducted 
by Arthur Bajjley from a studio in the 
Metroj)olitan Tower at J Madison 
Avenue in New ^ ork. 

'Hic exercises were Itroadrast over 
WKAI" (now W.NBC) and two other 
IvT^t Coast stations for an amiual cost 
of SI00,000 (inaga/ines got $603,000 



in those (hiys; now magazines get the 
same amount as radio). By 1935 the 
program was carried on eight stations, 
( ost §901,000. The company thought 
the ct)-t of continuing it would he pro- 
liihitive ami so, from 1935 lo 1916, 
mo>t of the ad budget wound up in 
niaga/ines. 

riieme of the radio campaign is 
still set hy the magazine schedule, at 
least in part. KaHi month, the .Metro- 
politan printed ads take up some 
health and welfare suhjecl — say child 
care. During one of the four weeks in 
that month, the radio campaign will 




it SHOWS at HOME 

They know at home! In Topeka, WREN does 
the selling job. That's because WREN offers 

BOTH a powerful signal to wealthy Eastern 
Kansas farm folk, plus foremost listenership 

with Topeka's metropolitan audience. Survey- 
wise and sales-wise, there's plenty of proof that 

more people listen more hours to WREN than 
any other station in Topeka, 



TOPEKA, KANSAS 




5000 Watts— ABC 



Weed & Co. 



stress child cafe also and offer child 
care booklets. 

Now in 14 national magazines, Met- 
ropolitan runs 13 ads yearly in the 
weekly publications {Saturday Evening 
Post, for example) and 12 ads yearly 
in monthlies (such as National Geo- 
graphic, Ladies' Home Journal, etc.). 
Metropolitan spends less than S200,- 
000 annually in newspajjers. The only 
Hcwsjjaper advertising it does the 
publication of its annual report and, 
in small town papers, notices — like an 
agent's change of address. 

"Metropolitan doesn't have a closed 
mind toward television," says Ad Man- 
ager Geyelin. "We accept il as a pow- 
erful medium and in fact are constant- 
ly looking for the right prograin. We 
have not found a program format that 
in the opinion of all concerned would 
be suitable for us. There is, too, the 
question of budget as undoubtedly tele- 
vision would require a drastic revision 
of our present media list." 

The company is visual-impact con- 
scious even without tv, however. The 
Health & Welfare Division has a large 
catalog of films and these are offered 
to tv stations for showing. Last year 
they were shown to a total audience of 
20 million — and 14.4 million of this 
was a television audience. A School 
Bureau arranges for film showings in 
classrooms and before P-TA's. 

Tlie first Metropolitan film, called 
One Scar or Many? was made in 1926. 

Metropolitan officials point out that 
they consider the Health & Welfare 
acti\ ities as public health education, 
not a? part of the company's adver- 
tising ]5rogram. They add that Metro- 
politan engages in many forms of 
health j)romotion. Tlie Group Divi- 
sion, for instance, distributes health 
and welfare material for use on indus- 
trial bulletin boards. 

Metropolitan offers three basic kinds 
of insurance ser\icc: ordinary, indus- 
trial, group. 

The industrial and group services 
sometimes are confused by laymen. 

Industrial insurance includes nearly 
all life insurance policies of $1,000 
and imder bought by individuals. The 
name given to this type of policy stems 
from the fact that most of the policy- 
holders arc industrial workers. Premi- 
ums are ])aid weekly to a Metropolitan 
agent who calls at the home of each 
|)olicyhoIder to collect; the weekly 
|jrominms arc small, average about 25c. 
[Please turn to page 104) 
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WSM Wins Top Programming Award 




THE CITATION 

"There's gold in them thar hills, and out of 
music of the hill country, WSM has mined itself 
a mint of billings, and an 18-carat position 
among radio stations of the nation. More than 
that, a solid-gold niche in the pop music busi- 
ness, as a maker of hits, a discoverer of talent, 
and proud pappy of country-style music that's 
such an important ingredient on the air every- 
where, and in jukeboxes coast-to-coast. 

"WSM's unique position is no accident. It's 
the result of its continuing conviction that radio 
is healthy and important, and backing up of that 
conviction with year-after-year investment in 
live programs, live talent. The Nashville Story 
which has made this southern city one of the 
major pop music centers of the U. S. A., is 
largely the WSM story. 

"This is the station that today has on its 
talent payroll 241 — count 'em — 241 per- 
formers. This is the station that last year fed 
nearly 1,000 individual programs to the net- 
works. And this is the station that not only 
programs coast-to-coast via its flock of network 
feeds, but also, in a sense, programs hundreds 
of indies all over the country, through the hun- 
dreds of disks cut each year on dozens of labels 
by its big battery of talent. 

"More and more, AM stations are giving up 
their roles of discovering and developing new 
talent — except for an occasional WSM which 
finds and builds stars like Snooky Lanson, and 



when it loses them to New York or Hollywood, 
goes right out, scouts the hills and towns, and 
comes up with new ones. 

"Institutions like 'Grand Ole Opry' are just 
a small part of the WSM operation. In fact, 
while country music is the mainstay of WSM's 
programming, it's not so widely known that 
WSM also does a fine job in programming other 
types of music — jazz, standards and even 
classical. 

"Disk jockeys and turntables are a necessary 
and important part of AM broadcasting in era 
of video, but in the WSM story there's a mighty 
moral for some other bigtime stations. Maybe 
the small stations can't afford it, but there cer- 
tainly are a couple of dozen other big-city sta- 
tions in this country that would find themselves 
winning new audiences and bigger ratings by 
going in for the big sound, the live sound. Their 
battle-cry could well be: bring 'em back alive." 



WSM 



Nashville 



Clear Channel • 50,000 Watts 
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FOUR BIG PLUSSES-TO OPE|iLl 



LL AMERICA TO YOUR SALES 




+ 



+ 



Here are four of the most effective 
tools ever designed for tine most 
effective veinicie in all advertising. 
No otiner network can matcl-i any 
one of tiiese tools— yet Mister PLUS 
operates all four of them for 
clients of the MUTUAL Network. 

STAT I ON- PLUS 

A network of 570 radio stations, 
far and away the largest of all 
—to bring your sales voice closest 
to the most people in the 
most markets in all the 48 states. 




+ 



+ 



MARKET- PLUS 

A total of 328 markets where no other 
network has a station, where 
other media penetrate but sparsely— 
and where Mutual is a home-town 
neighbor to 8,000,000 radio families. 

SPONSOR-PLUS 

A steady rise in client endorsement- 
more and more stations per 
hookup (up 34%, '54 vs. '51), more 
and more dollars in program- 
time billings (up 10%, '53 vs. '52). 

VALUE-PLUS 

A steady decline in cost-per-thousand 
(lowest of all networks in average 
evening commercial)— with 
actual delivery of more radio homes 
than Top -Ten programs reach. 



MUTUAL 

the network for 
radio .... PLUS 




New York LO 4-8000 

Chicago WH 4-5060 

Los Angeles HO 2-2133 



I 



'I'liL* ii^eirt \n1io collf< t.s the iiidu^lrial 
pri'miuin^ lias Ins own deliit (iiiMJr- 
aiK e < oiiipaii) word meaning; "routii' j . 
|{\ [lL•r^<OIlall\ follccting llic pieiniunis, 
llie Mt-tropolitun a<;i'iit knows when 
poli< \ hohlers iiiijjht he ready to buy 
nioif insurance, lie nl>o keeps tahs on 
the faniil\ welfare, haiuU out the 
Health Welfare Division bookletj- 
that poli«\ holders re(pie>t. 

Croup insurance is houglit 1>\ i oin- 
panic^ Usually niaiuifacluring coni- 
pauir* for their eniplojees. 1 he eoui- 
pany pa\s the preuiiuius. 

Ordinary life insurance isn I alwa\s 
"ortliiiarx ." ISor is il always straight 
life. It fre(]uenll\ is an eiidowiiieiit 
p<di(\, annuity polie\ or some other 
kind. Ordinary life includes insur- 
ance jiroteetion paid for hy individu- 
als on policies of more than SI, 000. 
There's no npj)er limit; you can have a 
SI million "ordinary " life policy. Pre- 
miums usuall\ are paid at fixed inler- 
\als from nionlhl) to \earl\ 1)\ mail. 

Of the S56.1 billion worth of in- 
snranre in force ^\ith Metropolilan, 
S26.2 billion is ordinary, S18.6 bil- 
lion is group and SI 1.2 billion is in- 
dustrial. During 1953 Metropolitan 
w rote S 1.2 billion worth of new insur- 



ant e. This new insurance is about 
«-(Iual to the total amount of all insur- 
ance in force b) America's 12th-larg- 
est Insurance comj>any. 

In the industrial insurance field, 
Metro|)olitan lias these competitors: 
I'rudentlal (with S8.1 billion in iii- 
dnstrial insurance); John llaiioock 
{y2.0 billion): i\L&A ($2.2 billion), 
and Ainerrenn National (SI .3 billion). 

In sj)ite of their large size, not many 
iiisMiaiicc companies use network ra- 
dio or t\. 

I'rndcntial has used both; at the 
present lime sponsors on alternate 
weeks CHS T\"s You Are There (Sun- 
da). 6:30-7:00 p.m.). I'rudential also 
sponsors the daily fne-miimte Jack 
llrrcli Shoir on ABC Radio (12;23- 
12:30 p.m.). 

Mutual of Omaha sponsors John 
Daly and ihe iXeics on Monday and 
WVdnesday, ABC TV (7:15-7:30 
p.m.). 

I'ew other life insurance companies 
Use network radio-tv. State Farm Mu- 
tual Automobile Insurance Co. of 
Bloomington, HI., uses network radio 
and is testing tv. (Also see, "Can ra- 
dio and t\ move goods?'', page 56.) 
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the 



parade 



Mike Mearian 

TOPICAL SATIRE & MUSIC 



Clint Buehlf 




BUFFALO EVENING NEWS STATION 



SPONSOR REPRINTS 

{Continued jroin page 55) 

ageiK \ executive says radio is missing 
chance to persuade him (22 February 
19511. ['rice: single copies, 5c; 100 
or more copies, 3c each, 

MEptA 

lloic In itsp the 21 articles on Me- 
dia Evahtatioti. Includes digests of 
article*, suggestions on how admen 
can adapt material for practical use 
(25 January 1951). Price: 10c each. 

Reading vs. Listening. Results of 
study by Dr. Paul F. Lazarsfeld, di- 
rector of Columbia's Bureau of Ap- 
plied Social Research (26 September 
1949). Price: 10c each. 

Tlie psyrliology of media. First of 
three-part series on psychology of me- 
dia summarizes current testing. 20 
years of pre-t\ exjieriments ^5 Ajjril 
1954). Price: single copies. 20c: .50 
or more copies, l.5r each; 100 or more, 
10c each. 

MISCELLA NEOUS 

Can your agency use a West Coast 
office? Specialized radio-tv services 
now offered on freelance, fee basis 
may start trend (9 March 1953). 
Price: 10c each. 

Do your agency^s presentations 
put yon to sleep? Agency woman 
gi\es impressions of research man's 
soporific, the presentation (20 Octo- 
ber 1952). Price: 10c each. 

How to get most out of an inde- 
pendent station. ^lembers of Asso- 
ciation of Indejiendent Metropolitan 
Stations gi\e tips on technique (28 
December 1953). Price: single copies. 
25c: 50 or more coj)ies, 20c each; 100 
or more. 15c each. 

//oir to sell a candidate: 1932. 

IVIevisron can make or break a candi- 
date: do's and dont s of political tele- 
casting are given |24 March 19.52). 
Price: 10c each. 

Why sponsors believe the reces- 
sion is over. sro.xsoR poll of national 
ad\erliser? reveals strong note of opti- 
mism (19 April 1954). Price: 10c 
each. 
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KOLN-TV 



TOWERS 1000 FEET above 



LINCOLN-LAND 

NEBRASKA'S OTHER BIG MARKET! 



The map below shows Lincoln-Land — 34 
counties with 182,982 families. (The city 
population of Lincoln is more than 100,000 
people — in the same bracket with Columbia, 
S. C, Madison, Wis., Lancaster, Pa., Topeka, 
KaQ.,Schenectady, N. Y. or South Bend, Ind.) 



Actually, the KOLN-TV tower is 75 miles from 
Omaha; Lincoln is 58 miles. With our 1000- 
foot tower and 316,000 watts on Channel 10, 
effective June 1st, KOLN-TV will reach over 
100,000 families who are unduplicated by any 
other station . . . Ask Avery-Knodel, Inc. 




1 



mm 



CHANNEL 10 
316,000 WATTS 



(/ 

WKZO - KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD — PEORIA, ILUNOIS 



ABC • 




• DUMONT 



Avery-Knodel/ Inc. 
Exclusive National Representatives 




MAY 1954 



105 



YOU TOO 




CONQUISTADOR . . . 

"conquering" Spanish 
sales in forty five counties of 
Texas with a population 
of over 690,000 Spanish 
speal(ing consumers 

We lidi c orcr foi lif othor 
" conqiti.slddors " ddlJij n)i 




11. J. CoYt'^, I'nsKhnt 
SAN ANTONIO, TEXAS 

Iki pre. 11 lit I (I Ini 

Richard O'Conncll. S'nt'l. Jilf. Ihr. 

40 East 49th St., New York 17, N. Y. 
PLaza 5-9140 

LOS ANGELES — SAN FRANCISCO 

0 
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lutortKitUnuil rud'io (iiui Iv: 195'i. 
Includes 1.500 fact< on 58 c ommercial 
r;i(lio-tv ( oiiiilrir'- (29 June 1953). 
Price: i-iiijile co|jie«. 23c; 30 or more 
cii|)ie>. 20c e;icli; 100 or more, 13c 
each. 

RADIO 

ill t'x-uiu'fiiiziiic ttidti lo(>ks (it 
radio. Network executive, formerly 
ma^ziizine ad dir("<tor, tells wliv Ik^ 
thinks radio i< heiug undersold (10 

Vnjiu^t l')3.St. Price: single copie*. 
20c; 10-30 co|)ie>^. 13c each: 100 or 
more. iOc ea(di. 

Forcl^iidaii^itofio radio: 1953. Na- 
tional adxerti-jcrs are pouring inore 
nioiie\ into il. with business es|jefial]\ 
L'ood in fexas (26 Januar\ 1933 1, 
Piice: -iiijrle co|)ies. 20c: 10-30 c<i|jie.i. 
15c each; TOO or more. 10c each. 

How is radio doiiifi in tv markets'/ 
P(ditz slnd\ for 11 Chrislal stations 
shows radio's 'round-the-clock ability 
to follow j)eoj)le e\er) where makes it 
indispensable (11 Decendier 1933 1. 
Price: sinjile co|)ies, 20c; 25 or more 
copies. 1.3c eacli; lOO or more, 10c 
each. 

Special report on ni^httinip radio. 
Latest research on nighttime radio 
shows why a (lozeii ])et ad theories are 
fallacious (10 August 1953), Price: 
single ( opies. 25c; 23 or more copies. 
20c each: 100 or more. 13c each. 

WJiat pulls 'em in? ARBI technique 
gives dollar- for-dollar comparison of 
news|)a|)er vs. radio selling im|)act in 
retail .stores (19 June 1950). Price: 
10c each. 

IV hat should radio know about 
selling, retailers? Joe Ward, presi- 
dent of AKHl, lamhasts industrj for 
bad co|n . poor salesmanshi|). glamor- 
bo\ announcers 1 22 October 1951 t. 
Price: lOc each. 

Why are radio rates loiv? Too 

main fears made broadcasters miss 
o|)|)orlniiit\ to raise rates right after 
World War I! i » Februar\ 1951 i. 
Price: single copies. 20i-; 10-50 co|)ies. 
15c each; 100 or more. 10c each. 

Voii need both. AHBI point-of-sale 
media tests show retailers need radio 
and |)rint (23 Februar\ 1953). Price: 



single cojjies, 20c; 10-50 cojjics, 15c 
each; 100 or more, 10c eaclu 

I 't ijaestiotis retailers ask most 
often alKHit radio. AKBI President 
J(je Ward gi\es answers based on 
coast-to-coast study (9 Manh 1953J. 
Price: single co|)ies, 20c; 50 or more 
co|)ies. 15c each; 100 or more. 10c 
each. 

What a media director wrote cli- 
ent ahoat nifihttinie. spot radio. 
Memo gi\f'- agency's thinking on rela- 
li\c advantages of nighttime vs. early- 
morning radio in 22 tv markets (21 
Se|)tend)er 1953 I. Price: single copies. 
20c: 10-50 copie-. 1.3c each: 100 or 
more. 10c each. 

RES EARCH 

Are yoa rnai:inff this mistake in 
ranking tv markets? Sponsors who 
use Standard Metro|)olitan Area fig- 
ures may be overlooking set count out- 
side I:. S. Census-defmed zone (2 \o- 
\endjer 1953). Price: 10c each, 

lieicare of these misuses of Starch 
tv figures. Researcher Hugh Heville, 
NBC, shows pitfalls of new Starch 
study; Jack Boyle, of Starch, replies 
(30 November 1953). Price: single 
copies. 25c; 10-50 copies. 20c ea<h: 
100 or more. 15c each. 

Itig tv problem: counting the sets. 
Various segments of the industry are 
appKing own yardsticks, but there's 
no unified effort (22 Februar\ 1934 L 
Price: single copies. 20c; 10-50 co])ies. 
15c each; 100 or more. 10<" each. 

lloiv the difjerent rating services 
vary in the same market. Ward 
Dorrell. of John Blair, station reps, 
shows researchers can be as far ajjart 
as 200' f in local ratings (25 January 
]951i. Price: 15c each. 

Radio set sales lead tv by 69% in 
big tv markets. A CBS Radio Spot 
Sales studv shows radio set sales up 
2!1.5'"r' compared with '52 (25 Janu- 
ar\ 1951). Price: single c<>|)ies. 5c; 
100 ,ir more. 3c each. 

What's irrong with the rating ser- 
vices? sPONSOKs ideal system and 
bow the existing serv ices compare (28 
Decendier 1953 ). Price: single copies, 
20c: 50 or more copies. 15c each: 100 
or more. 1 Oc each. 

SPONSOR 



in good 
company 

good 
products 

belong in 
good company 




WWJ helps maintain those profitable associations for leaders in all fields 
who must reach the vast Detroit market. 



For instance^ Studebaker, a WWJ program sponsor since 1951, presents 
Harold True's outstanding newscasts at 6 P.M., in the good company 
of Texaco products' sportscaster, Budd Lynch, at 6:15 P.M. 

Here is notable evidence of the selectivity exercised by major 

advertisers in planning their Detroit campaigns. They have a 
definite preference for the large and loyal audience— both at home and 

behind the wheel— consistently delivered by WWJ . . . and 
for the good company shared by aU WWJ advertisers. 



Behind-the-wheel 
audiences in the De- 
troit area are the 
largest in, the world, 
all day long. Keep 
them in mind when 
^»». you want complete 
\ JDeUoH coverage. 




YOUR PRODUCT BELONGS IN 
THIS GOOD COMPANY. SEE YOUR 
HOLLINGBERY MAN. 



AM 
FM 



Associate Television Stotion WWJ-I/ 

Basic NBC Affiltafe 

AM-95a KtLOCYCtES-5000 WATTS 
FM-CHANNEL 246-S7.1 MEGACYCLES 



WORL&'S FIRST RADIO STATION! • Owned and Operated by THE DETROIT NEWS • Notional Representatives: THE GEORGE P. HOLLINCBBRY CO. 
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SPECIAL PUBLICATIONS 

I'J.'i I l'r<>};r(ini Ciildo. l'r()<iraiiiiiig 
jjrofilc- of L.Kjo nidio and 27.'i tv sIji- 
timr^: s|p('< i;ili/i"(l diicctoi ic- of >^tii- 
liuii- wiili jii Dgriiniiiiji for ^[iciifir in- 
t<'i("i|< iind Ui>lo>-. A\ailal»lo free tn 
^iil>^< tilici : fxira (Hi[iic>., S2 cix Ir. 

Ixttdio if Diroclory. 19.>I oilitinii 
out lllis iiioiilli iiicliicles New York. Clii- 
oago, Ij. a. adilresscs, plioiie iiuiiibcrs 
of key jidvcrlisers ajieiicics, re[)<, net- 
works, news, film, imisic and trans- 
s<Ti|)tioii services, liotels. Available 
frt't* to siiliscril)frs; extra copies, $2 
eacli. 

I\(tdi(> Basics. Important data on set 
counts, listening liahits, circulation, ad- 
vertising (((sls, l)illings. Price: single 
copies. 3(>c; 24 or more copies, 20c 
each; 100 or more. ISc eac-li. lO.il 
edition will be inchided in Fall Farls 
hxue, out 12 July. 

Tr lliisirs. lm|)ortant data on set 
counts, listening habits, circulation, ad- 
vertising costs, hillings. Price: single 
copies. 30c: 25 or more co|)ics. 20c 



ea< li; KKJ or more, loc each. 1951 
edition will he inchided in Fall Fads 
Issue, out 12 July. 

Hudio Itosiills. Compilations of case 
histories in various product {•ategorit'^; 
( oiideiisod from the biweekly issues 
of spoNsOK. Available free to sub- 
.scribers. I^xtra copies: single copies, 
SI; 10 or more co])ies, 75c each; 25 
or more, 50c each; 100 or more, 35c 
eiuh. 1951 edition out 1 July, 

Tv llcsiills. Compilations of case 
histories in various product categories 
condensed from the biweekly issues of 
si'O.NSOK. Available free to subscribers. 
I'.xtra copies: single copies, SI; 10 or 
more co|)Ies, 75c each; 25 or more, 
50 each; 100 or more, 35c each. 1954 
edition out 1 July. 

Tn dirlitmnry/tiandhook for spon- 
sors. Concise definitions and techni- 
cal data In easy-to-grasp form consti- 
tute polnl-by-point summary of tele- 
\isioiu Available free to subscribers. 
Extra copies: S2 each. 1954 edition 
MOW in preparation. * * * 



NARTB CONVENTION 

(Conlinued from page 43) 

But In re( eiit weeks some two dozen 
leading t\ outlets have themselves set 
u[) such an organization. Already an 
additional dozen or so stations have 
announced they would like to be in on 
the organizing session which is planned 
to be held at I lie time of the XARTB 
Convention although there's no connec- 
tion between the two. 

"WVre not trying to compete with 
the NARTH or to split that group," 
Dick Moore, v.p. and general manager 
of Holl) wood's KITV and TVAB or- 
ganizing committee chairman told 
si'O.NSOK. "Our organization, although 
designed primarily to promote spot 
television rather than all television, 
was started spontaneously by stations 
who felt they needed such a group." 

Nevertheless a number of broad- 
casters and admen have been disturbed 
by the idea of a TX^VB which will be 
de\ oted almost exclusively to the pro- 
motion of spot tv. Such a group, these 
executives feel, should be aimed — as 
BAB is aimed at selling radio — at Sjell- 
ing all tv. not just part of it. 

Will the NARTB try to set up a rival 
TVAB? N^'ill NARTB set up orre for 
network onh ? Will NARTB try to 
absorb the new group into its organiza- 
tion if enough members want it in? 
Will NARTB give its ofllcial blessing 
to the new group? 

As SPONSOR went to press, nobody 
il'lease turn to page 1181 



EXHIBITORS 

[Continued from page 43) 

NETWORKS: ABC Television \etwork; CBS Tel- 
evision Network; Du Mont Television Xet- 
work; Mutual Broadea6(ingr Sj-stem, Inc.; Na- 
tional Broadrasting Co., Inc. 

FILM AND PROGRAM SERVICES, TRANSCRIPTION 
COS.: ABC Film .^yndieation ; A-V T.ipe Li- 
braries, Ine. ; CIJ.S Television Film Sales; 
General Teleradio, Ine.; Harry S. Goodman 
Producdons; Guild Films Co., Inc.: Harri- 
scope, Ine.; LangWonh Fea(ure Procrams, 
Ine.; C. P. MarGregor Co.; Mo(ion Pieturea 
for Television, Ine.; N,<i(ional Bro.idcasting 
Co.. NBC Film Div. ; Official Films, Inc.; 
Radio Corporation of Ameriea. RCA Record- 
ed Program Services; Radiozark Enierprises, 
Inc.; Screen Gems, Inc.; .<?ES.\C, Inc.; .«;<er- 
lirg Television Co., Inc.; Television Programs 
of America, Inc.; United Television Programs, 
Inc.; Unity Television Corp.; World Broad- 
eiisting .System, Inc.; The Frederic W. Ziv 
Co.; Ziv Television Programs, Ine. 

STATION REPRESENTATIVES: John Blair & Co. 
and BlsirTV, Inc.; The Branham Co.; Henry 
I. Cliristal Co.; Harrington, Righter & Par- 
sons, Inc.; H-R Representatives, Inc.; George 
P. HoUingbery Co.; The Katz Agency, Inc.; 
Robert Meeker As.soci.ites, Inc.; Edward Petry 
Co.. Inc.; Weed i- Co. 



SOUTHWEST VIRGINIA'S PlOHee/l RADIO STATION 



Most people in Western Virginia listen to 
WDBl NEWSCASTS because we employ: i 

• Two competent, full-time News Editors 

• Direct AP AND UP presswire services 

• Tape recorders, police and fire department monitors, tele- 
phone "beep" system, etc. 

» Full reportorial services of both morning and evening 

Roanoke newspapers (including some 50 string corre- . 
spondents in our coverage area) | 

• 46 complete, locally-produced, practically spaced news- 
casts weekly 

• II complete farm shows weekly 

AND, we've been steadily serving, steadily improving, 
steadily promoting these services for almost 30 years. 



a ■ ■ m EsUbluh«d 1924 . CBS sine* 1929 

1^ WM I AM . 8000 WATTS . 960 KC 
mM jJ * 41.000 WATTS < 94.9 MC j'j^^ ^ 

■ ■ If il^^ ROANOKE. VA. 

Owtifd and Op^rai^d by th» TIMES-WORLD CORPORATION 
FREE & PETERS, INC., National Rtprwntativts 
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SPONSOR 




He scores with buyers in Northern Ohio 

If you want buying action, you want McColgan! 

Northern Ohio's ace sportscaster, Bill 
McColgan, knows the score. He knows what 
sports fans want to hear — and he knows how to 
move them t^o aaion. When he's "Speaking of 
Sports" nightly on his three fast-paced sports 
roundups, he produces the type of listener 
response that rings cash register bells. 

One feature alone of Bill's program, his 
"Athlete of the Month" listener vote, draws over 
5,000 cards and letters monthly! Response like 
this helps explain why WGAR is Northern 
Ohio's most-listened-to station. 

Bill's voice is a familiar voice to millions. In 
addition to his sports roundups, which feature 
interviews with top sports personalities. Bill 
does the play-by-play announcing for the 
Cleveland Browns football network. 



Giveyour sales a boost byletting Bill McColgan 
speak for you when he's "Speaking of Sports", 
5:05 p.m., 6:10 p.m. and 1 1:10 p.m. Get the facts 
now from your nearest Christal representative. 




THE STATION WITH 

4^2 MILLION FRIENDS 
IN NORTHERN OHIO 

CBS— Clevelond— 50,000 Watts 
The Peoples Broodcasting Corp. 
Represented by The Henry I. Christol Co. 
In Conado by Radio Time Soles, Ltd., Toronto 



17 MAY 1954 



109 




They live on the Pacific Coast* 
they listen to 

DON LEE HADIO* 




Don Lee jf^ Pacific Coast Radio 

. . . the only network designed to serve at the local level. Strong local 
stations in 45 important Pacific Coast markets make Don Lee the big 
network with the local flavor . . . the nation's greatest regional network. 



RADIO 



Don Lcc Broadcasting Systeny 
Hollywood 2S, California, 

Represented nationally by 
H-R Representatives, Inc, 



measuring up . . 




More advertisers than 
ever before are 
proving that the cash register 
is the best measurement 
of success in advertising. . . 
And more advertisers 
than ever before 
are proving every day that their 
cash registers ring and ring 
and ring 

because they renew 

flfij Tt-M^re - = 

and renew on 



THE PERSONALITIES STATION 



WPEN 



950 ork your dial 



, tItjRMli: m, DiclDlihK a, 
ititl. .M\V. inlJ»(«i. t.. Ill 
_.i IDU iliUi«ii, orUlnttn I 
Ci«V«: mil ll?BOni |m B pi->(nmi mtmif, M, W. K; K.M 9 •ir; 130-35 Dm.* 
Brtiktail Club. M-I' fl-lD am Inol IliUd on rhirtt: lp>Jiuari- Quiket Odi. 
•u. I'lill «, Kiiirltint: »wiri, JWT: Twl, n'tlti & Oollar. in mlD ml: tiOOO 
H-r, 311 *iu: rlmulrul M. ^\ lU'IT.JO irn' T. Th ID-It. n am, 

'•I. linn pliii liixn: li.llO.liua innuiiU ti>T 3 rv qiirin hnur« imi IH 
rk^iTi iirr nh-k 1-M .ilfriiliii t:iiiliu Kriilaj lirni.lrul li nills iinlr. Cinl 
>rtli iiaur 100 ?US rijin ilailuna. nrlelinuir MYC, nihrt [winli: r^iMiil E IS- 
«R Plaa; w, Tb, K LI'SA Dtn IFBI In PiM* tnd Wu, Mnl Mllllr Mr. 



SJjn-l pm; MTIS. 11, "v\ T:3U tti ptn; wut, 

.'o|"cb,. Jm. K»U: CBB, u p T 15 fl pm 
. Sttfly RuO'. Mir«nii' i:rlil(™n AHC «uii 



»m»r. Toft Co.. 
Animtl FOIn., '.\l 



It;-. 



«rlil) 



I |ili 



l< Mdugt Pfa." 



in Cmmenttni orllli™i*i \Vulilntlui. ... ... 

<i. IW tlimi pti iitr.rrlpiitm utr ipmiai t->~i ... 

Johiuon. Fi n*»i tXrit)'- •aid u Dt'kti*. time Ulil l4lenl tU.OOO i ••rk 
i' i^v' »«n-. M P U:«-ltn; II P*n l> b* Mtntml. tt-T 

' T.MtC**. U P 10.10:11 pm Cvh imp bu IK an^^mlnutj itkIIihiUiIi. « 
>" (IwBl. Aa mjranliti- muti Ouj a mlnlmuD) ur I nuilc. i wwA cf Um loUJ 
'''••^IliK an; if ill al ilia (.rufiami w ani Jay C«tt nar narlirlpitlon FIbbK 
ir, 9wend Cdawa. JLllO; Pava la t« Mftrrloil, It.ftSS. AmMii 't"™!)** 
i l.|»n art L.y,li-lloW«, OJlR. Umlnui SaJd, K\K. C«rto< . Ililn 



BnnO- TRP. .Oirji T.I-Sn pm; 
D'AiTi: ABC. M P 8:30-*S iiro 
»i.r *. CoMin- CIIS. f»l 10 !.'!■ 

AuimbllTi si Cod. W F. Dtnoctl'. AUC. Sun 

lO.an il on 
Au'n 0f Amti. f)R. D&B' NBC. >l • S SO pm 

Bell T>lteh«na.' Arw: XBC. M » »:80 pm 
Baltan*. Olliir A BnnfiBr: ABC. Bun S:lt So pir 
Billy Onnim, n. P Uanndi : ABC. Hun 9'30'4rn: 
Brnlni.Myart, IH-.<S ril«. P * SO -la [tn; VMI 

rit>: Ti IV. ail K lO lHilS am 
Campnna SalM C»,, Wallmr Fitly- IJinly M r■,3^ 

&m - 



CIO, Ii«nTT 3. Kaulman: AllC. JI P T THS pm 
Oliti Scrvle*. eillnaton, KUC, M Oisn lO did 
Clinlen Fsadi ISan Cropl , MlMti. CDH, M, ^V. 

nil I' m 3<I'I9 111 
Coee.CBla. D'Att-j! .HBS, T, Th 7 45-^ urn 
C»laalr.Palm ■ Ptel. Hhrirnin A Uanmrila CRIi 

Tu R',SO'« Dm: LAN: CBS, Tu lO.fDilE Pn; 

Ktiv; NIIC. Vf-I' ll-lf 15 aia; S'30- IS nm 
Cenisl Cnm. IIHIitl I'llS. til Knn 0 311' in rm 
CunllrHnUI Bhil,. Btlri: CH". .M P ll'.Sa'll >m 
Cam Prodi., C. U Mfilrr- CBfl. U P t:IS-ll) pm 
Crtdll Union. JWT' MBS, Tu 11.9S 10 pml Bun 

MMpns CuMli. n Bn'l TIIR Hat tl tS-SO iiu 
Dawn BItIt StttdanH. Wm, Olnipor MBS. 8un 

D'Can Co,, Martrrt KBC, Hal 10 IQifS pm 
Darbir r»oda. Nmdliam, rouU A: Bratr: WBB, 



Fofd M«iw, f\vT: ^p*^. M. W P T:n Pi pm 

Cffwral ElMtrk, Maiofl; CBB, Th *BJO pn: 

nitDO: Bun » l'.SO pm 

Csnani Food*. DAB: CBS. M-P 11-H-.I6 v 



Mil- 



I H .< . 



xitc >\-v io„in J 



Gsntnl Mint, D-P B AuC. M, W, PI:Si-9 usi 
1 so il pm; 1M30 Cm.' T-30-55 pm; Knol' 
HapiM' AnC M, W. P 10:3115 am; M P 
IJ.aO *,! pm; M-P S Sll.l Pm 
Drn*i>l MsfiTh Kudnci ABC. M 8-3:IS pm; 
Filflldalra, PCAR: CBB. Tu. Th, all T 10:80- 

Glllvtta Mtty RMor, Muon: ABC. T 10 pm to 

Qaodyav. K^dDcr: ABC. Bu& G-.39-S ^ 
GMPal Bdc*l|. R. H. Albar: ABC. fun t-S PIP 
Gniaa WaiBh, UoCuio Rrlrtioo: ABC. »ll Boo 

0,»:1S pm 
Cull nil, TAR' NBO Tb l>-9:Sn pm 
Halt Br*,, rCAB; MM: OBB. Bun l yi* Va 



Robfil W. 

1:10-10 iitB 

John.. Man»lli«. JWT: IfSS. «■ F »-»:0S pm 
S. C. lo'inun A Son, Nacdbim, Louli A Bmbr. 
MBH, M-t»»t I0;a0 35 «m; II M-SO •■]>; 2:M- 
30 pm; M>K, i2:1S-35 pm; B:&B-e pm; 
a-zs.so pn; S:S0-8 pm 
Kalier,Wlllyi. Wamuaub: CBS. M P B:lS-T pm 
KBll«ga Co. Lro Duinctl. CfIS, Tu, Th 3 lP-,1il 
pm: t'llS. Til, 'Hi III I" 



: ,MI<S. 



Kotmark htlg,. l^nill ,Mii>:iil 
to Ili'llfl tin 

^nfl FMdt Ca.. Noodham, IjouU A Brarbj: NBC, 

W 8:10-8 pm 
Krel«l«r, ITAll Mltf^. T, W >l-8:30 !>m 
Lwnbtrt Phvn.. Waberl A r«al«7: ABC, all 

F 9 »:J0 pm 

Lvnr Br«B,, JWT: CBfl, U 910 pm; Ui^aiui- 

Filrkioni CDS, M, W, all T 11-11:15 am: 

CBB, U, iV, Th I 18 BO pm 



Manhattan B^p (Swnlliiutl. 

■ (fn-f . .VtlC 11 I' 4 lS-3 [ 
ait f 3-«S-4 fai la); >ltv>l. 

Tails Din; NBC, ,\t- B Ttjn * Pmr M-P lO lS. 
11 am; .^fB8 .\I K 1113'1'i pm .„ 

Miller Brt»lnO. MalMUHxr MB^^. T, Th. 1? ?0. 

30 inn . M. W. F a'S.-i-Sd jiui 
MlnnciSla Mlnlno A MIb„ HRIiU- CBH. M 1\ . 

all K in iO li anr , ^ 

Melor PfwJi. C«rp,. Iloeho, Wflllami aaaiT' 

,\IBrt, Tti 7:30 45 pm , 
hliillni Co.. liriPII MRS, "II .f^' ' ^".Ji 
MutunI Omahi, Botflll A Jamba: MBS. Bua 

Tu, 



Nmvi Blaiull.""nufrirtl: Clia, T\i S-3:30 

Th all P n-n.-iB im 

NthI CtTD., UIIDO- CBS. ttal " H 15 «'0 
N>-fla Co., CAP- *lir .11 «•! »0fl"-l,1 am 
Th»maa NaltMi. BBDO: ABC. Ikio fi;« !0 pm 



prwur A Cambla. IWH" OHBDWn. D P-9. TAfl: 
er;R .M-P it f-lJ n; 1-2 pm; S.IJ.JO pm: 
J-IS-3 pm lin iJUil: N'BC. U-F 3 4:1S CCB.' 
Uln*- CBS- W, Th. V 8-8.30 pm; KRC. M P 
lu-n<.:l|) nta 

Prudential Uta in»,. Calklni A Uoldin. Cirlorli, 

llrCllnloii A Smilh ,U1C, ,M K I a 55, 30 pra 
Onakf* Onti Co„ KhMman A ,MarriuMle: MBfl, 

Tu Tb IT.aO lS am: Sat 13n-13'30 ptn: Tu, 

Th S 8:30 pm 
nadia aiblB Cli»v Hiinlcy O Boynion: 

Sun 1U-10:3>I am 
Radia Churth •< Owl. nunUin;Uio Parmalna: ABO, 

6un 11:30-1 Pm 

RCA. JWT: KBC. P •■S-S" pm 

RaliliFn-Puflia C»- HfOira; ABC. Sat 10,30 11 ara 
Raiall Drut RBIX)^ CUB. But T-J0 6 pm 
R, J. Raynaldi Tab., rui: MBS. M, TU, Th I"-" *" 

|in> |,Mull|.,Mpi»aila PlanI ; ^" " 

vm; MH8, Sun «:SO-I pm; 



I 9.30 ID 



Sliillxg Dlug. D'P'B ABC, M P I 

NBC, M-P CIS' IS pm 
Slruirt Warner Cbtp., MarParland. Aiayard'- KBC, L 

T. Th. P flJO'SJ pm 
SuB oil Co.. B*«iH, Oittl»y. Bwuon A 

XaC. SIC 6 ^5-7 pm 
Swltl A C».. JWT'. ABC, M r 910 I 
TabiB P'oili., lli*f»r, fUrlrrl'li A lln-" 

;4iii in.in VI am 
Teina Co, KuJn-i ; ABC, Bal I'S ptn 
tani Co,, Wriii A atll»r: l*o Huimllt ABC, TftJ 
Th 91l> am; 10;S!1i am; CBS. U. W, MM 
"3IM,S niii, Tu Th all I'' tO IS' I wiM 
M W, all f 3.'ta-1 pm; T-T',18 pm (all dajiT ^ 
Union Pharm^ulltal. Or« UBS, T 730 48 p» 
Von Camp »*a f»«l, BrUaaAv. Whwlar A SUB: 



R<'pr^Stnte<i by GiU-Pema, Inc., 

New Yark, Chicago, Us Angeles, San Francisco 



i'it>- 



! Kill 



■Vlo PB-; 



ABC. Bua B:SO-U 
ini^ MBS. »uft 10:3O-il am 
Whllo^all Ph»™, (•»• *™i " 
Wm Wrlgley J ' 



... ,™ — , noma P">d*-t 
tvnginy jr, Col, FLAB: CBS, Bpn B-«:« 
Mwwtxiir: CB9, To l'»J» n» 



VQYAir 




Pardon our \ai)i)ing . . . I)ut we're lop dog in Central 
Ohio! We carry llie 20 loi)-raled programs both day 
, and night. Our faithful followers nunil)er more 
listeners tliaii all other local stations cpmhlned! 



CBS for CENTRAL OHIO 




ASK 

JOHN BLAIR 



radia 

CPLUMBUS, OHI.Cf 




GQLQR 



In o majar effort to promote the develop- 
ment of ond demond for Color Television, 
The Sunpopers' Boltimore video stotion, 
WMAR-TV— is now presenting color pictures 
seven doys o week. 

WMAR-TV hos been televising color pro- 
grams of its own originotion since late De- 
cember (1953) on a five-doys-per-week bosis. 
This is in addition to weakly colorcasts from 
the CBS Television Network. 

The local originations are mode passible 
through use of a Telechrome flying spot color 
scanner which projects images from 2x2-inch 
color tronsporencies. WMAR-TV is the first 
television stotion in this area to be able to 
originate its own color signals, ond has been 
able to montoin doily schedules of colorcosts 
through the use of this equipment. 

Presently the new color service Includes 
station identifications and the four five-minute 
news progroms carried by the station during 
CBS's two-hour "Morning Show". However, 
the station's color plans ore being expanded 
steodily. Colorcosts will be extended to other 
times of the broodcost day through the adop- 
tion on an increosing scale of color titles 
to introduce station programs, colored pic- 
tores to illustrote news progroms, ond station 
identificotions. 

Commerciols using slides or opoque projec* 
tions lend themselves to this type of color 
projection, and all advertisers who wish will 
be offered the opportunity to broadcast their 
messages by the color medium at a nominal 
extra cost. 

Each color slide will be morked with a 
vori-colored symbol thot will indicate to all 
viewers, those with color ond those with 
black-and-white, thot the projection is in hues. 




''0*^1"^ TV sicm 
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INDEPENDENT • 



AUDIENCE POWER 

BEATS NETWORK 

KILOWATT POWER 

///// 
• # • • # 

why pay for 
50 few wfisfi 



NARTB CONVENTION 

{Continued jrum page 10t>) 

kr.cw. ;^aid an rvAI{'I'l5 tv ofFicial: 
"Oiii oifiaiii/alioii trie>- to .scr\e all 
l»ri)a(l< asters, and we lia\t' no real pro- 
for a broa<ifasler group that 
!-er\e^ a speeiali/.ed interest to join. 
Hut I'm sure our Hoarrl will certainly 
ilis( ii^s the new TVAIi onicialK, and 
the t\ nienihers will certainl) discuss it 
iiiformally anion^ iheniselves. 



Xi-vel for purposes of legislative lobby- 
ing and industr) pulilic relations — dis- 
cussed ireely In the convention corri- 
dors. 

Color tv: Television in color has been 
a hot topic wherever tv men gather. 
And the AAKTM meeting will be no 
exception, b\ all indications. 

Chiefly, broadcasters are concerned 
about two problems in color tv: 

1. The high cost of color tv equip- 
ment. 

2. I be high jjrices of color tv re- 
ceivers. 

"I want to know bow much money 
I'm going to have to sink in color 
e(juij)ment, how soon I'll get it, and 
how I can persuade the average tv 
owner in my market to lay out S1,000 
for a color recei\er, ' the general mana- 
ger of a California tv outlet stated. 
''Melieve me. I'll have j)lenty of ques- 
tions to ask at the XAKI 15 session." 

He, and others like him, will have 
tvery chance. Due to he on hand at 
the convention next week will be rep- 
resentatives of all the leading color tv 
equipment makers, like KCA, Du Mont, 
Gl'] and Philco. At the convention ex- 
hibits (which will feature color tv 
strongly), and later in informal ses- 
sions a host of sales executives, techni- 
cians and program men will discuss 
color ts' problems with broadcasters 
and admen. 

Actually, how soon advertisers may 
expett to find outlets for their color 
tv shows may depend, to quite an ex- 
tent, on the direction taken officially 
and unofficially regarding color tv by 
the 1954- NARTB Convention. 

A good advertising listening post, 
incidentally, will be the color tv eX' 
hibits at the convention. Because of 
the great interest this year in color, 
more station managers are expected 
to attend the tv engineering exhibits 
than ever before to discuss costs, pro- 
duction, studio problems, film trans- 
mission in color and receiver distri- 
bution of color tv. The NARTB has 
asked a number of the country's top 
color experts to attend the convention 
to answer the many questions sure to 
arise on this topic. 

rill ftcicrio: Like uhf television, fin is 
having its ])roblems. Several fm sta- 
tion oi)erators. particularly those iii 
tv markets with new ulif channels, are 
prepared to come to the convention to 
do diplomatic battle for their exist- 
ence. 



lower-cost KYA 
has tfi* audlmntm? 




Average 
quarter-hour 
ouf-of-home 
audience 
bonus 
delivered 
in 4-6 P.M. 
time 
period, 
Monday 



I through Friday. 



COVERS THE BAY 

in and out of the home. 25% of all 
listening is out of home. 

• 3 Million Consumers 

• 10 Bay Area Counties 



' Vim 

IIRT WINN, wlU put your commarcioi 
massafl* smock-dab in th« middU of 
this 4-« PM. parity, whan KTA Is s* 
Ift. L«t our raprasantatlvas tall you 
th« KYA stary. 




George W Clark. Inc., New York and 
Chicago Adam Young, Inc.. Los Angeles 




A "t'i'ili'ruti'ir A-IHTK: Of late, 
there ha\e been many rundjiings 
anujng stations that the comiietitive 
differences between radio and tv— ex- 
cept for general legislati\e, labor and 
censorship problem* —necessitate split- 
ting the NAKTB into two trade groups: 
cne for radio, one for television. 

It was just such a feeling in all prob- 
ability that lay behind these topical 
( omnu'iits from veteran radio station 
broadcasters: 

"There are many more radio stations 
than tv stations. The XARTB conven- 
t'on must avoid overshadowing of ra- 
dio in preference to tv. Make the ra- 
dio sessions purely radio, and of a 
workshop nature," said the chief e.x- 
ecuti\e of a St. Louis station. 

"Split the sessions between radio 
and tv right down the middle on pro- 
graming, sales and engineering. Only 
combine sessions on subjects of legis- 
lation, costs, etc.," said a Wichita. 
Kansas station manager. 

'"Kick out all the tv members. Or 
kick out all the radio members," 
cnapped a radio station operator in 
San Antonio. 

Some broadcasters, of course, are 
extreme in their feeling and would 
cnly be happy with a complete separa- 
tion of radio and tv in the NARTI^. But 
many in the "let's-split-up" camp urge 
caution, and want only a partial sepa- 
ration. 

"The Fellows administration at the 
NARTB has positively demonstrated 
I hat more legislative and public rela- 
tions ad\antages can be gained by the 
broadcasting media working in unison. 
It wouhl be a backward step to destroy 
;hi,- cooperation."' pointed out a vet- 
eran broadcast official. 

It s doubtful in aiu case that the 
V)r>\ NARTB coii\enlioii will be the 
^ceiie of an eliM-tronic Civil War with 
the radio broadcasters firing on tv s 
l oit Sninter. But \ou can count on 
bearing the idea of a federated N AR I B 

priiicipall) one joined at the top 
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A Good Reporter 

Gets Around 



Like KCMO's radio and television newsmen, 
for example. Their specialty is first-person 
coverage of all the important Kansas City 
and Mid-America newsbeats. And KCMO's 
complete facilities make it possible for them 
to give daily coverage to the "offbeats" too — 
the fresh, human stories that don't come in 
over the wire. Trained journalists all, they know 
how to get the news, write, edit, and deliver 
it via KCMO radio and television with that 
fresh, bright, "I- was- there" approach that 
builds impressive audience response. If you're 
pounding a sales -tjat in the Kansas City 
market, why not hire these experts in complete 
coverage of Mid -America— the KCMO 
radio and television news staff. 



KCMO 

KANSAS CITY 

"It's a Meredith Station" . . 




TV-Channel 5 



Radio-810 kc. 



affiliated with Better Homes and 
Gardens and Successful Farming 
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THE CLOVERLEAF 
STATION 



MONTEREY 



SALINAS 



WATSONVIiLE 



FAST 
GROWING 
MARKETS 



SANTA CRUZ 





THE 
5000 WATT 
VOICE THAT 
SELLS 74,428 
RADIO HOMES 



SALINAS 

CAU FORNIA 



REPRESENTED BY WEED & CO. 



Kcason: It was rcfontly suggested to 
llic FCC and to Sen. Charles E. I'ot- 
Nr's Coiiiimiiiic;itioiis Subcommittee 
that fin • lianiiols' which presently oc- 
cii])\ three (>otential vlif tv channels 
(lietween 6 and 7 <tn tv dials) — he 
{jiveu hack to tv in order to provide 
nxire \ lif channel.-, since fm has "not 
heen a sucf ess." This drew an imme- 
diate howl from fin radio operators. 

"!'\e heen fij-'htiiij: for five years to 
pet into the hlack with a 'good music' 
fin Per\ice." a New ICngland station 
manager told SI'ONSOK. "Now that the 
puhlic, through the purchase of hi-fi 
c(|uipineiit, is coming to appreciate 
what we have lo ofler, I'm in no mood 
to (|uit. 1 wanl the NAKTB lo step 
in and end these proposals. Swre, we 
ser\e a minority audience. Hut there 
are a growing number of advertisers 
who want to rea(h that audience and a 
mo\e to end fin would cut oil one of 
their best media approaches. ' 

Other fm operators are almost cer- 
tain to discuss the recently developed 
ideas of "multiplex" fm signals, where- 
h) as many as three separate programs 
can be fed through one station's fm 
channel. "Multiplexing' has already 
heen proposed by the FCC and has 
been given the blessing of NARTB as 
cn extra income-producer for fm sta- 
tions, since it can serve to air a varied 
j.rogram for one advertiser. Muzak- 
like music, or binaural hi-fi broad- 
casts. 

The half-dozen topics summarized 
above will in all probability be the 
hottest Avheii broadcasters and admen 
congregate at the 1951- NARTB Con- 
vention next week. 

There will be others, too. Here are 
just a few : 

FUiH .Si/ii((i('(flioii: Film syndicators, 
largely frozen out of network opera- 
tions as a supply source for programs, 
will provide plenty of conversational 
material at the NARTB Convention. 
Virtually all of the leading film firms 
will he on hand to talk to tv station 
men, and to show of! their newest film 
properties. Because of the anticipated 
burst of convention-time sales activitv 
on the part of the fdin industry, admen 
may find even more stations this fall 
cITering timehujers some well-rated 
film packages aired locally. These 
same fdin executives, incidentallv, are 
expected to work closely- -and toward 
the same general goal with the newly 
formed TVAB during tlie convention 
period in Chicago. 



Research: The continuing problem 
of getting accurate set-count data in tv 
markets is likely to he a feature at scMne 
of the Corridor Clinics. This is par- 
ticularly true of new uhf markets, and 
markets where vhf sets are being con- 
verted to uhf. Agency estimates of the 
number of receivers in these markets, 
many stations feel, are short of the 
mark. Although the subject may come 
u\} officially on the convention's agenda 
(see jjage 122) many stations plan to 
dis< uss the problem w ith reps, network 
executives and research firms. A. C, 
Nielsen, admen will be interested to 
note, will have a staff on hand at the 
convention to talk about the Nielsen 
Station Index, the research firm's new 
radio-tv area rating service which 
starts this fall. 

Sulvs idvas: Few station executives 
are averse to receiving good business 
tips, and many will be on the lookout 
for them at the convention. As a 
Cleveland station manager told SI'ON- 
SOK : "I'd like to see the NARTB come 
up with some good income-producing 
ideas." It's expected that many sta- 
tion operators, particularlv in the radio 
field, will buttonhole NARTB and BAB 
officials to seek ideas which they can 
bring home with them. 

Hudto-i'v sportscasis: As George 
Higgins, v.p. of Kansas City's KMBC 
and the chairman of NARTB's Sports 
Connnittee told SPONSOR: "Sports events 
reed radio and television and by close: 
cooperation our industry as well as the 
sports industry can prosper." How- 
ever, many a station manager— par- 
ticularly those with such sports-minded 
air clients as the beer and cigarette 
companies on the waiting list — is wor- 
ried about the increasingly high cost 
of sports rights. It's expected that 
there'll be lots of convention-time talk 
about how to deal with ball clubs, 
schools, colleges and sports associa- 
tions who feel that a high dollar price 
is their only protection against radio.- 
tv devaluation of their box office. 

So far, SPONSOR has reported the un- 
official side of the upconruig NARTB 
Convention. But what of the conven- 
tion itself? W hat does the trade group 
plan to tackle on its official agenda? 

As might he expected, NARTB ex- 
ecutives — notably President Harold E. 
Fellows; Convention Chairman Ken- 
yon Brown: Administrative V.P. Rob- 
ert K. Richards: and Tv Board Chair- 
man Robert I). Sweze\' — have mapped 
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Ideal Rep " 

says IIELC:^ TIIOHIAS of STHEKT & FINiVEY, 

"doesn't forget the account al'tci- the contract is 
in. Jle continues servicing the account l)y suggest- 
ing iniprovenionts in schedule when they become 
available and therefore helps maintain the 
best ])ossible schedules for the client." 



lEVCO 

stands for service before and after the sale is 
made. The Pearson man is continually calling 
on his agencies with up-to-the-minute 
information ahout his stations. 




JEPCO 

knows 

how 

the wind 
blows 



RADIO AND TELEVISION STATION REPRESENTATIVES 



NEW YORK • CHICAGO • MINNEAPOLIS • DALLAS • LOS ANGELES • SAN FRANCISCO 




Your sales weel grow 
HOT like chili 

when you advertise over KIFN 
...the full-time Spanish-language 
station that taps a 20-million- 
dollar market! 



Join the profit-wise 
merchants who report 
results like these . . . 



Samuel R. Schenk, owner. United Auto Supply 
Company, 438 E. Washington St., Phoenix . . . 
"In the short space of time we have been 
advertising over KIFN, results can be summed 
up in one word — EXCELLENT I" 

Mr. M. G. McCrelght, owner. Double Seven 
Meat Corporation, 912 Grand Avenue, Phoenix 
— "Results are quicker and better among Span- 
ish-speaking people by using KIFN than any 
other media." 

Mr- Frank Yihi, Manager, National Dollar Store, 
Mesa, Arizona — "Before we started advertis- 
ing Over KIFN, our Spanish-speaking business 
was only 20% of our total business. It has now 
jumped to 60% of our total business. This in- 
crease we attribute to KIFN." 




Remember, amtgo . . . 
if you sell in Arizona, 
you should sell in 
Spanish! Reach this 
rich market over KIFN, 
Central Arizona's only 
full-time Spanish- 
language station! 



$20 



ASK THOSE YANQUIS ABOUT KIFN! 



NATIONAL TIME 
SALES 
17 E. 42nd St. 
New York, 
New York 



HARLAN G. OAKES 
AND ASSOCIATES 
672 Lafayette 
Park Place 
Los Angeles, Cslif. 



KIFH 

860 Kilocycles » 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 



out ail ji^ciula which spollij:hts inaii) 
uf the topics \vlii( li will 1)P features of 
llic conx ciilion's Corridor Clinics. 

.McMil)er>lii]i uioetiiigs. j)anel ses- 
sions aiid workslujps lia\e heon lined 
up lo div iiss a wide range of lo|)ic5 
i\lii(lt will iinlude: 

• Color l\ and nlif. 

• l"iii radio jji ohleuis. 

• r\ spot ninis. 

« Hadio-lv sj)orls. 

• Aui-l\ slaudards of elliics. 

• Ka<lio-l\ '- '"freedour of the |)ress.'' 

• Sale- |)rol)leiiis. 

Of tlicse. the first luo will he taken 
up on the afternoon of Monday. 21 
\la\ al llie Iv lueiidiersliip ineeliiig and 
fill se-*i(»ns. Color \ ideo w ill also be a 
feature of the Manageineiil-Kngiiieer- 
iii<: ses-ion on the afleriKion of the 
lollowiii-: day, Tuesday, with a session 
on l\ fdius to follow. William S. 
l*ale\. CBS board chairman, will de- 
liver the keynote speech on Tuesday. 

On Wednesday. 26 May. the sports 
queslioii will be taken up by a panel 
presided over by Sports Connnillee 
Chairman George Higgins of Kansas 
Cil>V KMHC. 

For the first lime in NARTB con- 
\enlion hislor\, the BAB has been in- 
\ iled lo conduct a special two-hour 
radio sales clinic on lliursday after- 
noon. 27 may. BAB is expected lo 
re\ iew many of its sales ])resenlalions. 
as well as to point out new sources of 
radio re\enue. * *^ * 



GOOD HUMOR ON AIR 

{Continued from page 45) 

tions some lo.i limc-^ a week: tv eom- 
men ials w ill be shown on six Xew 
^ ork Iv stations some 52 times a week, 
l)a\ id J. Malione) timebu;, er Roger 
Bumstead also jdaced the campaign in 
the other sexeii big Good Humor mar- 
kets. Generally, he buys time on all 
I the stations in a market for blanket 
, co\erage. No Cocid Humor city gets 
fe\\er than ,50 radio and 8.i tv an- 
nounceineiits a \\eek. 

Both radio and tv commercials stress 
(jiiality of the product, idciitifieation 
of the truck. Here's a t\ pical minute 
radio amiounccmcnt (the opening jin- 
gle is sung to a catchy tune that was 
in the public domain I : 
(BclM 

Children: "lle\ Mom. here comes the 
Good Humor .Man! ' 
I Jingle: "I'm the friendly man who sells 



Good Humor 
1 he ice cream that kids all favor 
.Made with pure sweet cream and 

fresh fruits oiiK 
For thai <reamy-tasting, real Good 
Humor lla\or. 
Children: "Oh. l)o\ !" 
Amiouncer: "E\er)body loves Good 
Humor ice < ream. And have \ou 
e\er tasle<l Good Humor ices and 
sherbets? The\"re the coolest, most 
delicious treats uiu e\ er put in y«ur 
mouth. 

Child's voice: "Good Humor ices grie' 
good for you, too! ' 

Announcer: "You bet Good Humor 
ices arc goo<l for \ ou — because 
Good Humor uses only luscious tree- 
fresh fruits and pure, wholesome 
fruit jui(es. Good Humor's flavors 
come from fresh cherries, juicy 
limc". plump oranges and delicious 
raspberries." 

Child s voice: "Good HuUior ices taste 
so good! 

Announcer: "That's right. But remem- 
ber, buy only from the clean white 
truck with the big Good Humor on 
the side. Just ask . . 
jingle: "The friendly man who sells 
Good Humor 
For the ice cream with tliat real 
Good Humor flavor." 
Children: "Good Humor — oh boy!'" 

The agenc) has made some half a 
dozen different radio recordings, some 
of them plugging a dilTcrenl "special" 
Good Humor, such as chocolate cake 
coaled Good Humors. Under agency 
supervision, Shainus Culliane. a film 
company, produced four animated Iv 
cartoons, two of them direct hard-sell 
20-seeond announcements, two oi them 
plugging specials. 

Aone of the commercials mention 
price. Actually Good Humors are rela- 
tiveh high-priced. Commercials stress 
qualitA. service and cleanliness. 

Essentially the air advertising is in- 
tended to build a Good Humor habit. 
Good Humor trucks operate on strict 
schedule. In other words, on a partic- 
ular city block people become accus- 
tomed to looking for the Good Humor 
iiian perhaps around a quarter to five 
and then again at 5:30 p.m. Since the 
Good Humor Corp. today operates a 
fleet of some 1.600 trucks and an equal 
number of carts and trie\cles each, the 
various sections of markets in which 
Good Humor has distribution can ex- 
pect relatively frequent and regular 
serv icins. 
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riie locals in one part of Bavaria have an uniigiial way 
determining whether the loral beer is up to snuff, 
riiey pour a batch on a bench and have several |)roni- 
nent citizens apply their leather-covered posteriors 
[6 the puddle. If the bench sticks to them when they 
irise, the batch is declared a success and all hoist a few 
teins in celebration. 

'eTsonally, we aren't advocating the system, and besides 
Ke prefer our lager with a head on it . . . but it makes 



a good example of iiow tastes vary. Local tastes in radio 
fare vary too. and that's what makes America's strong 
iiule pendent stations such a good advertising buy. Only 
the independents program exclusively for the folks in 
their areas . . . give the home folks just what they want. 
A satisfied audience is a buying audience — and that's 
the result your selling message will get on any of na- 
tion's strong independents listed below. Write any of 
them for the fac's. 



INDEPENDENTS PROGRAM EXCLUSIVELY FOR THEIR AUDIENCE 



WCUE —Akron, Ohio WMIL 

WCOP — Boston, Mass. WKDA 

WDOK — Cleveland, Ohio WAVZ 

KMYR — Denver, Colorado WTIX 

KCBC — Des Moines, Iowa KBYE 

WIKY — Evansville, Indiana KOWH 

KNUZ — Houston, Texas KXL 

WXLW — Indianapolis, Indiana KITE 

WJXN — Jackson, Mississippi KSON 

KLMS — Lincoln, Nebraska KYA 

WKYW — Louisville, Kentucky KEAR 

WMIN — Minneapolis— St. Paul, Minn. KOL 



• Milwaukee, Wisconsin KREM 

■ Nashville, Tennessee WTXL 

New Haven, Conn. KSTN 

New Orleans, La. KSTL 

Oklahoma City, Okla. WOLF 

Omaha, Nebraska KFMJ 

Portland, Oregon KWBB 

San Antonio, Texas WNEB 
San Diego, California 



— Spokane, Washington 

— Springfield, Mass. 

— Stockton, California 

— St. Louis, Missouri 

— Syracuse, New York 

— Tulsa, Oklahoma 

— Wichita, Kansas 

— Worcester, Mass. 

— Calgary, Alberta, Canada 



They are all members of AIMS — Association of Independent Metropolitan 
Stations — each the outstanding independent station in a city. 



CKXL 

San Francisco, California CKNW — Vancouver, B. C, Canada 

San Mateo, California CKY — Winnipeg, Manitoba, Canada 
Seattle, Washington » t i o 



Urn for BUU'S'EyE results. ..with the AIMS GROUP 





REPRESENTED NATIONALLY 
BY JOHN E. PEARSON CO. 



Good Humor tru<ks ojx'rate within 
to .lO-lo-TO-iiiilc radius of the cities 
whoro Good Humor has j)laiits. Trucks 
lire h)a(lecl each morning and in the 
evening tlie Good Humor men return 
to the |)hnit lu ( heek in, give iin ac- 
counting of their sales. Tliey work on 
a c»)mniission-oiily haMs. generally for 
fi\(' or six months of the year. 

In tlie late Thirties. Good Humor 
had built a large following among 
\onngsters with its "lucky stick" oiler. 
An\ \oiingster who've Good Humor 
contained such a 'iu<ky stick' was 
entitled to a free Good Ihimor. How- 
ever the govermnent forbade this 
"lucky stick" offer because it claimed 
that the olTer con-tituted a lotterj . 

Since that time Good Humor has 
made no giveaway offers, but sticks to 
stressing quality and service as a jus- 
tification for the higher price. Part 
of this service, for example, takes the 
form of ^pecial napkins with holes for 
the Good Humor stick, to prevent an\ 
(hocolate drippings on clothing. Fur- 
thermore, (»ood Humor usualh offers 
a particularly wide ^election of flavors, 
plus a spt-cial of the \veek. 

Gooil Humor Corj). first became ad- 
\ ertising-c'onscious in 1931. when a 
large number of independent ice-crcaln 
nianufacturers introdnced street-vend- 
ing o])erations, particnlarly in Aew 
York. At this time Joe Median, presi- 
dent of Good Humor, and Mortimer 
Moriarty, advertising director, decided 
to allocate a SIOO.OOO budget for ad- 
vertising. Grey Advertising handled 
the acconnt. 

This budget was spent 100'^ ( in 
tv. Sales not only held up against 
competition, but rose over 1950. Tlie 
1952 budget showed an increase over 
1951. 

When David J. .Mahone\ ageiicv was 
api)oiiited early in 1953, Dave Ma- 
ln)ney ilccided to convert tiie firm's 
entire budget into air media. Sales in- 
crease-^ in 1953 over 1952 have prov ed 
his theorv right. 

Good llmnor's direct competitors in 
street vending of ice cream aren't near- 
ly so air- or aclvertising-conscious a? 
Good llnmor is today. Part of the rea- 
son for this la<'k of advertising compe- 
tition i> tiie fac t that Good Humor is 
better able financiallv to support a 
real advertising J)n^h. 

1 his does not mean that competition 
can be ignored. 

Eskimo Pjc Corj). (through Buchan- 



an «Jw Go.), for example, is a heavy air 
user in its promotion of Kskimo Pie 
ice cream. However, the Kskimo Pie 
Corp. does not generally manufacture 
and distribute its own j)roduct, but 
rather franchises other manufacturers 
to do so. Some of these franeliised op- 
erators do sell Eskimo I'ie on trucks. 

Eskimo Pie ic e cream is advertised 
via radio and tv announcements in 50 
to 60 markets, though none of the an- 
nouncements urges listeners to look for 
"an Eskimo Pie truck." Generally, 
Eskimo Pie buys 100 radio announce- 
ments for a .30- to 60-day ])eriod in 
the hot season. 30 to 50 tv announce- 
ments for 30 days. On the West Coast, 
where Eskimo Pie is particularly pop- 
ular, the ])roduct gets eigiit weeks of 
advertising, with some 20Q tv: an? 
iiouiueinents. 

liungaloir liar Corp.. strictly a New 
York metropolitan area street-vending 
operation, has been in business for 
some 30 years. The firm operates 249 
truck'i for some five to six months of 
the year, uses little advertising, and 
has no agency. When Bungalow Bar 
does advertise, it is generally in the 
form of two or three radio announce- 
ments a week on one .\ew York station. 

Judy Ann, another Eastern street- 
vending ice-cream firm, sells principal* 
ly in Nassau and Suffolk counties. The 
firm operates some 75 trucks. Until 
this year, their major form of adver- 
tising, also placed direct, was skywrit- 
ing. This >ear, Oscar Hoenig, presi- 
dent of Judy Ann and its advertising 
strategist, has decided to try radio. 
Tor eight weeks this summer Judy Ann 
announcements will he heard twice a 
da\ , during the day, over WHLL Long 
Island. 

Hotiard Johnson (through IS'. W> 
Aver) entered the street-vending field 
only recently. None of Howard John- 
son's advertising push is directly be- 
hind the firm s fleet of 400 trucks, how- 
ever. George Reese, Howard Johnson 
account executive at N. W. Ayer, feels 
that there is a transfer from other 
Howard Johnson advertising to the 
-treet-v ending operation as well. 

To dale. then. Good Humor Corp. 
is tiie biggest advertiser of the street- 
vending ice-cream manufacturers. This 
advertising niav brine Good Humor 
two tv]ies of "fringe benefits" beside 
the actual sales iioost. The first one is 
the fact that Good Humor's intensive 
air campaigns in its current eight dis- 
tribution centers will make the firm an 
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?; GREEN BAY - Paper 



FOND DU LAC 



Leather-Milling § 



SHEBOYGAN - Furniture ^. 




Equipment g 
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cxpciiciiml atl\t*iliser. CooA lliunor 
1!* now coiilcinpliUiiif; c\|»;nisi(»ii into 
j^(neriil otlii;!' ni(*tr()|)nlilan ccnlt'is. lt< 
nd cxix-ricnw will put it a juiuj) nhead 
of conijx'titinn. 

Tlic second Itonn;; advauUijfc of air 
ad\cilisinf; nun \ic its fdcct upon <i 
ncu (li.stiihution setup tliat (lood Hu- 
mor initiated aliout nine ni<jntii> ajio: 
Ncnding inacliines. (]ood Humor reiit^ 
.">()() iee-neaiu \en(liu}i niadiines from 
vending niaeiiine maunfartnier.s on a 
connnis^itiu l)a>ip. Since eac li maeliine 
holds only 173 Good Humors, sei\ir- 
injr Ijeeonies a proldeni. To date these 



nia<liine> lia\t' eontributed only a lit- 
tle o\<'r K"^ to Good Hunior'tj total 
sales. llov\e\er, air advertising ma\ 
liuild the popularit) of the-e maehiiics 
mure rapidl). Company management 
feels lluit machines may e\entually hc- 
eonie one way of o\erconiing the sea- 
sonal aspect of their business. They're 
u^iialK placed in bus and railroad ter- 
minals, large hidu^lrial plants, big of- 
fice buildings. StilL the fact that each^ 
machine holds so few (jood llimiors 
and the ronseijuent necessary servicing 
indi<-ates the machine age may ne\ cr 
replace the Gtjod Humor man. * * * 



HAVE YOU HEARD? 




Tin Prom PIER ^ has a 

big, new station deal! 



NEW ^60 WEEKLY 
STATION RATE GIVES YOU: 



2 Prompters 
2 Camera mounts 
Floor stand & mounts 
1 Power unit 
Change kit 
Cable 




PLUS: 
VideoTyper that 
types letters this size 



An all-electronic basic Tele- 
PrompTer unit gives your sta- 
tion everything you need for 
6e»er"live"commercials, news- 
casts, political addresses, musi- 
cal and dramatic shows. And at 
only $60 weekly for this basic 
unit, TelePrompTer is more 
than ever a "must" for your sta- 
tion. You owe it to yourself to 
get all the facts now on how 
TelePrompTer can help you do 
things better and make more 
money! 

During N.A.R.T.B. Convention, see 
TelePrompTer in action at the 
G.E. exhibit, and visit Suite 707-8 
at Palmer House to see what 
TelePrompTer can do for you. 

0 Trndr Mark Ri>ift«t«rr<l. 

Tclcl'rompTrr U.S. Put. No. 263*373. olhrn »»i>dlnit 

TeLePrOMpIeR national sales corporation 

CHICAGO 
Raymond Hogen 
177 North Stole 
FRonklin 2-8826 

TORONTO 

S. W. Caldwell 
447 Jarvis Street 
WAInut 2-2103 



E 



5,000 sets 
VideoBond paper 




NEW YORK CITY 
Herbert W. Hobler, Gen. Soles Mgr. 
270 Pork Avenue 
MUrroy Hill 8 871S 

PHILADELPHIA 
Jomes Bloir 

City ond Monument Ave. 
GReenv/ood 7-8300 



WASHINGTON, D. C, 
Neol Rooch 
1346 Connecticut Ave; 
Columbus S-316I 

LOS ANGELES 
George Kone 
6151 Sonto Monico Blvd. 
Hollywood 9 6239 



MEDIA STUDY 

{Continued from page 58) 

sale.« \ehicle? and has used them to 
launch new products successfully. He 
i.s spending about 14^ of his budget 
for radio and 15% for tv this year. 
The total is inore than last year's. 

fii.s-iir<iii<-<': More insurance com* 
panics seem to he using radio than tv, 
but those using either to an appreci- 
able degree are enthusiastic. For ex- 
amj)le, the State Farm .Mutual Auto- 
mobile Insurance Co., of Bloomington, 
111., had its greatest year in history 
I last year — a gain of over S^^/f in vol- 
ume or S50 million over 1952 — and 
this year is even better. It is a heavy 
radio advertiser and is now testing tv. 
Of radio I{. D, BischofT says: 

'■Jladlo is efTective when used, con- 
sistently and often. It s relatively low 
in cost yet seems to do a good job for 
us. Tv is most efTective for demonstra- 
ble products. Fven for instituttional 
messages, though, it is unequalled in 
cfTeetiveness. This edge may moderate 
as audiences mature in their aware- 
ness of tv and its place in their lives.'' 

BischofT attributes radio's efTective- 
ness to its "repetitive impact." "The 
same message drummed consistently 
into the listener's consciousness has a, 
cuinulati\ e effect, " he says. "It's en- 
hanced by radio's compatibility with 
other activities — driving or riding, 
household chores, various forms of re- 
laxation. Tv gets the message across 
by both eye and ear. It holds the com- 
plete attention of its audience and has 
the unequaled advantage of visual dem- 
onstration. Undoubtedly it is the most 
efTective advertising medium known to 
man." 

The company uses the Mutual net- 
work (Jack Brickhouse, sports, and 
Cecil Brown, news), no spot radio. 
Its primary advertising objective is to 
conserve its present booming business. 
For this it has found some strong in- 
dications that radio is "a very efTective 
medium for our particular problem." 
Since auto insurance is purchased an- 
nualb or semi-annually, the average 
policv holder or prospect is considered 
to he interested in car insurance about 
30 da\s. around renewal liniej per 
year. This means only one-twelfth of 
the "eiigibles" (car owners) at any 
given time are present or potential pol- 
icy holders. To State Farm Mutual this 
argues for great fre<]uency '"which our 
, radio efforts certainly have, when com- 
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BUT . 



GRAND RAPIDS-KALAMAZOO HOOPERS 
January, 1954 
Share^Of -Television- Audience 



1 


MON.-FRI. j MON.-FRI. 
7 a.m.- 12 noon- 
12 noon 5 p.m. 


SUN.-SAT. 

6 p.m.- 
12 midnight 


WKZO-TV 


80% t 85% 


62% 
38% 




31 %t ! 15% 



^Adjusted to compensate for the fact that neither station 
was on the air all hours, 

NOTE: Sampling was distributed approximately 75% in 
Grand Rapids area, 25% in Kalamazoo area. 



.-TV- 




WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN. NEBRASKA 

KOLN-TV — LINCOLN. NEBRASKA 

Associated with 
WMBD — PEORIA. ILLINOIS 



YOU NEED WKZO-TV 
TO BAG TV AUDIENCES 
IN WESTERN MICHIGAN! 

Januarj '54 Hoopers, left, show how thoroughly \\'KZO-TV 
floniinates the Western Michigan television market, morning, 
afternoon and night! 

WKZO-TV is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids. Its brilliant Channel 3 picture 
effectively serves one of the nation's great television markets 
27 densely-populated Western Michigan and Northern 
Indiana counties — a far larger television market than many 
major cities can boast! 

(80,000 WATTS— CHANNEL 3) 

MIOTV 

OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 



*¥. B. Fetherston and D. G. MacDonald got one this size on Magnmsippi River, Quebec, in 1889. 
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IT'S 



WRJF-TV 

CHANNEL 53 

PITTSBURGH 



Looking for an economical way 
to sell the rich 2Vi billion dollar 
Pittsburgh market — America's 
8th largest trading area? If so, 
it will pay you to know what 
WKJF-TV has to offer. For the 
complete story, contact our na- 
tional representatives, or write 
us today. 




pared witli print." 

As a result tlic huge ex])ansion in 
i.usincss, the ad budget has been in- 
crcast-d o\er 507^, \'>hh a proj)ortioii- 
ate big shce going into radio. 

One of the giants in tlie insurance 
liustness, wliich incidentally spends 
o\er three times jjs much as State Farm 
Mutual on advertising, devotes 30^c 
of the budget to radio, network and 
spot. Its business is up \5^o this year. 

i'rudenlial Insurance, which is also 
a nmlti-millioii-dollar advertiser, de- 
votes most of its budget to the air 
iiM'dia, network radio and tv, with fully 
30'^^ uf it going to television. H. M. 
( T\ ) Keimedy, advertising director, 
finds both media efTective from the 
sales ^landJ)oint, especially in combina- 
tion with newspa])er su])plements. 

(Fur a ca>e histor)' on the Metro- 
politan Life Insurance Co.'s use of ra- 
dio, see j)agc 52.) 

ChotttU'uts: AI. II. Straight, advertis- 
ing manager of the Spencer Chemical 
Co., informs ^^ro.NSOR that he is using 
radio to a substantial tlegree for the 
first lime this fall because he thinks 
it is an excellent sales medium. He has 
tested it. The firm Avill push its 
ammonium nitrate fertilizer on radio, 
lis ad budget is up substantially this 
year. 

A manufacturer of a dry cleaning 
fluid, although bu\ ing no radio or tv 
direct, thinks enough of them to supply 
Us licensed dry cleaners with e.t.'s and 
announcements for radio and filmed 
2()-second commeirials for tv. It 
estimates that some one-third of its 
1.500 licensees use radio, about 100 
use tv. 



OUTSTANDING 
PROGRAMS 

Your Show of Shows 
Hollmark Holl of Fame 
Mr. Peepers — Kraft Theoter 
Dinah Shore — Milton Berle 

Kote Smith — Boxing 
Bob Hope— TV Playhouse 
— ond many others 



WRJF'TV 

CHANNEL 53 

PITTSBURGH 



NAT. REP. — WEED TELEVISION 



Soaps: \\\ indications point to the 
fad that P&G. l^ner Bros.. Colgate- 
Palmolive, and other soap manufac- 
turers, are stepping up their use of air 
i.iedia. P&G. for example, told SPONSOR: 
"Wc do not release figures on our 
advertising expenditures nor give de- 
tailed breakdowns even the percent- 
ages — concerning our use of the 
various media. W'e can tell you in 
general, however, that we expect our 
business to sta> good. Also, since our 
liigliK competitive industry has become 
even more competitive with the cntrv 
of the large chemi<al cimipnnies into 
I the svnthetic detergent field. \oii laii 
j expect aggressive advcrti>ing to <'on- 
I tinue to be an important part of our 
j business." 

I An advertising executive wlio used 



to work for ViLG as product manager 
told SI'O.NSOil this giant among the air 
advertisers spends more than S80 mil- 
lion a \ear on advertising, most of it 
on radio and tv. 

/Xiitus: This \ear has seen not only 
most of the big car companies stepping 
up their use of tv, but a surge into 
radio that has interested many observ- 
ers. Ford, for example, has bought 
Ed Marrow and tlie News on CBS 
Radio. When SPONSOR asked why, it 
was told that Dr. Gerhart WMebe, CBS 
Radio psychologist, and Harper Car- 
raine, CBS Radio research director, 
had convinced the auto firm that it 
did not have to show the car in order 
to bring people down to the showroom. 

Historically car com]janies have not 
used radio to any appreciable degree 
because the\ felt their product had to 
be shown. Perhaps the trend in the 
other tlirection has begun. (SPONSOR 
Avill re])ort this trend in detail in the 
next issue, 31 May.) 

AppViunces: Westinghouse Electric 
Corp. spent S6.5 million of its 
S34.2 million ad budget last year on 
television programs and their pro- 
motional support {Studio One on CBS 
1 \ , two other commercial shows and 
pro football I. It's going to keep Studio 
One this fall but other plans are 
indefinite. W ith all this tv experience 
it is an enthusiastic supporter of the 
video medium. \ company spokesman 
told sponsor: 

'■ There is no doubt in the company's 
mind about the sales value of televi- 
tion. W e believe it doe^ an excellent 
job. 

''The chief advantage of television is 
that it makes possible demonstration 
of the product, and demonstration is 
the best wav to sell such things as 
appliances and television sets. Tv is 
the fir>t real mass demonstration 
medium. 

"W'e have no way of comparing the 
sales effected b\ radio and television 
with sales brought about b\ magazine^ 
newspaper and outdoor advertising. 
We believe all of these combined pro- 
viile a well-rounded advertising pro- 
gram. 

"*W bile it is impossible to measure 
exactly how much tv lui^ contrilmted 
to im rea;ed sale?, and it is true that 
Westinghouse has been expanding, it 
is- nonetheless interesting to note that 
the sale of Westinghou>e appliances 
and television sets from 1949 through 
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Our eyes are on the 
N.A.R.T.B. convention! 

TV GUIDE . . . the eyes, ears and news of the television field . . . extends 
its best wishes on behalf of more than 2,000,000 TV families to N.A.R.T.B. 
Because of this fine organization, and its excellent work, television has 
today become a leading medium for both entertainment and education. 
Congratulations ! 

AT THE CONVENTION ^ 

"^•^^ be sure to visit TV GUIDE .. . ^^'^ 

in Suite 856, ^ - " 

*"**«^ The Palmer House 



t 

I 
f 
I 

I 



Now 22 editions. Serving 
104 of the 162 Standard 
Metropolitan Markets. 

ADVERTISING OFFICES: 





To put more eyes on your 
TV show, follow the leading 
advertisers who have stepped 
up ratings successfully through 
advertising in TV GUIDE . . . 
the Nation's leading TV 
magazine ! 

(Ask your nearest representa- 
tive, listed below) 



NEW YORK 

488 Madison Ave. 
PLaza 9-7770 



CHICAGO 

6 N. Michigan Ave. 
WAbash 2-0366 



PHILADELPHIA 

333 S. Broad St. 
Kingsley 6-0807 



LOS ANGELES 

1540 N. Vermont Ave. 
NOrmandy 2-3101 
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Dealci' afti-r dcak-r tell?- \\ e>tiii;:- 
l'()ii<e lliat lie can ah\a)s expect >eseral 
iiiajnr a|j|jliarie(' >ales (ui a rii»'>-(la\ 
iiiDniiii}! as a icsiilt of Studio One 
( (tiiiniert ial> the iii^lit before. "Many 
>[,('(inc (lemoii-l laticiiis lune had le- 
iiiarkalile ie>[>t>ii-e and lia\c [>r<)\e<l 
the .-elliiijr power (tf teh'\ i--i<iii. the 
cotnpaiiv sa\s. 

\\'esliii<;h(>ii-e al>u u-ed tele\ isioii for 
a new product a deliuinidifier -dur- 
ing the political conventions of 1952. 
After the sec<ind aiuiouiK einent the 
cDinniercial had to he withdrawn he- 



rau-e "dealers were complaining they 
were sold out." 

OtUvr f/iuHfs: Scott Paper Co. will 
>pcnd S7.5 million on advertising this 
\car. S I million of it on tv, 57,000 on 
radio. Harry Pardee, assistant v. p. 
for acherli-ing and sale* promotion, 
sa\s that "f(»r products that can he 
demonstrated effectively in ihc home 
su<h as napkins, towels, facial ti^suc 
and wax paper we find t\ just about 
the greatest medium ever available to 
the adverti>er.' 

In the past three year^ Scott Pajier 




Affiliated with 

NBC— DUMONT 

Full Time 
Network Facilities 

PROGRAMS OF OTHER NETWORKS 
ACCEPTED ON THE BASIS OF AVAILABILITY 

Marcn-April UHF-VHF Penetration Re- 
port states that Tulsa is the first dual 
market in any ARB study to have a con- 
version as high as 17.7% before going 
on the air. Also the first market to have 
a conversion as high as 25% after less 
than one month's operation. 



ARB 




Represented By 

THE BOLLING COMPANY 

New York — Chicago — Boston — Los Angeles — San Francisco 



i.s 



up 



has .sponsored four network tv pro- 
grams, including CBS I V's Omnibus. 
"Sales have reflected this new superior 
way lo influence consumers," Pardee 
savs, lie will sponsor Omnibus agaiiii. 

The coinpanv's tv budget 
?a00.000 to S4 million ihis v ear. 

That a pot of gold does not lie at 
tlie end of every tv rainbow is shown 
by the experience of a S2 million 
advertiser who used television for 
telling a new kitchen dev ice. The ad 
manager recalled ruefullv : 

"Tv moved more goods in a specific 
area than any national medium we 
ever used before, but we lost S7 on 
ea<h S2.95 retail item we sold!" 

The company cut its tv budget in 
lialf as a result. 

(Ma) be this is tlie kitchen appli- 
ance Dr. Wiebe told SPONSOR a manu- 
facturer couldn't sell, so he turned to 
the psychologists to find out why. They 
discovered the housewife wasn't buying 
it because it looked "cruel." The man- 
ufacturer remodeled the device, and 
sales promptly soared.) 

Once you'v e prov ed a medium moves 
your goods, is it a bed of roses for 
)ou from then on? The answer must 
be no. An example from an advertising 
director who bad considerable success 
with video: 

"My answers to vour questionnaire 
would only confuse you. That is 
because I am still confused myself. 
Last year we had all television. This 
vear we have no television and until 
our Board of Directors tell me how- 
much dough we hav e, we don't know if 
there will be any." 

motivates Boards of Directors? 
Perhaps an exj)lanation lies buried in 
the preceding article in this series, 
"111. Psychology of media — Whv 
admen buy what thev do." (See 
si>0NS0R, 3 May 1954.) 

But more advertisers than ever are 
depending on one or ihe other air 
media to help them move goods — 
especially if sales have sagged. For 
example, one manufacturer of textiles 
told SPONSOR that sales are down from 
last vear. What did he do? 

Althouiib the ad budiiet remained 
the same, he doubled tv's share — to 

*** 

Dick Diiiiiip's niuilysis of nwdin 
trends for SSCIt and Adiortost^s 
test of a Life ad vs. « soilinonl of 
Show of Sliovvsi for MltC niH be 
piiblisJicd ill tin onrly issue. 
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Onee again this season, WCCO-TV is bringing exclusive telecasts of Minneapolis and St. Paul 
American Association baseball to the fabulous Twin City market. Vivid sports telecasts are a traditional part 
of the WCCO-TV schedule — for WCCO-TV . , , in sports as in everything else ... is the familiar 
"other member of the family" to 2M million men, women, and children in our 62 county home area. 

With this red-hot sports audience 
A hit reaches 760,000 homes 
Each game is a sell-out 
Every pitch counts 

WCCO-TV's year-round S{)orts schedule offers a 
chance for a smart sponsor to slide safely into 
the real home base — ^that family circle reached 
best in the Northwest by WCCO-TV. Call Free 
and Peters for the complete line-up. 

The other member of the family 
Minneapolis — St. Paul 

OBtS 
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covei^ 



NORTH 
CAROLINA'S 



RICH, GROWING* 

"GOLDEN 
TRIANGIj 

WINSTO 
SALEM 

reensboro • High 
WITH 

wTTs 

TELEVISION 

CHANNEL 





* 193,289 
1, 1954_A 
35,000 s 




if April 

of Over 
6 Months 




Interconnected 
Television Affiliate 

National Representative: 

The Headley-Reed Compang 



MUSICAL LIBRARIES 

{(^ontiniit'd from }>agp 51 ) 

KCA '] lioaui u<: The /four of Charm 
I I'liil Sj»ilalii\'s all-girl orchestra) ; 
The Saiiiiiiy Kayr Show; Music Hall 
I uiit'lirx (fcaturinf: great names of 
tlic Dale in lloUyuood 

(vsilli iiloriu Dcllaveii, Eddie Fisher, 
Hugo \\ iiilerhalter I . 

World: Tlie Lyii Murray Show (in- 
cludes guest stars); Foruanl America 
(Walter Huston in dramatic readings 
Mirroundcd hy orchestra and chorus I ; 
Freedom Is Our Business (dramatic 
readings l)\ Kohert Montgomery with 
nui>^i<" h\ I)a\ id Rose) ; Chapel hy the 
Side of Road (with reading of the Bi- 
hle by KaNuiond Mas^ey). 

World as \ou may note has shows 
which arc hased as nmch on readings 
as on iiiu^ic. It i^ also giving it? suh- 
scrihers sliovss completely divorced 
from niusi<'. To vsit: You Win, a quiz 
vshicli station builds hxally using a 
manual of (|uestions and format fur- 
nished h\ WOrld: Whose Birthday Is 
I his? , a sliow for announcement of 
IfK-al birthda\s ^\\\\\ format and con- 
tinuity furnished In a W^orld manual. 



llou \s business? 

The libraries ran into changed con- 
ditions in the ])0st-war years. Before 
tv came along record companies start- 
ed hurting the libraries by giving rec- 
oids awa\ to stations. (Modern rec- 
ords can be pla)ed on the air.) 

Kix'ord <'omi)anies found that get- 
ling their disks on the air meant big 
sales and fought to interest the disk 
jo(ke\. It's reached the point where 
the record companies furnisli records, 
scripts for use in shows, even voice 
tracks with performers introducing 
luimbers. (Some have branched out 
into charging a small fee. Thus tbey 'v e 
come full circle in actually competing 
VN ith the libraries.) 

Tv made things tougher. Economy 
vsavcs meant some stations with sev- 
eral libraries cut down to one. Other 
stations <lr<)])])e(l libraries <om|)letelv 
and relie<l (ui ret'ords. 

The fact thai onlv three connvTuies 
VNilh a broad rof-or<l selection continue 
in the origiiuil mode of librarv opera- 
tion is n re'lecti(ni of these conditions. 

But business for the three is good. 
Bv a<lding extra services and convert- 
ing their o])erations into a sales serv- 
ii e for stations \\ orlil. RCi V and Lang- 
\\ iirth have kepi moving aheail. World 



and RCA probably have more billings 
than at anytime in their history. 

Associated Program Service reports 
that in the |)ast 18 months it has had a 
higher net than at any time in its his- 
tory. Reason: ABS ojierates at mini- 
mal c<jst, selling its service via direct 
mail. 

The ABS approach is based on 
monthly rental of $62. .50 to all stations, 
regardless of market. The station gets 
the basic ABS lilirary plus sales aids 
including a series of recorded sales 
talks by '■.Mitch" .Mitchell in Avhich the 
former B.\B head advises subscribers 
on selling methods. 

World, RCA and Lang-Worth, of 
course, can afford to go nmch further 
in extending sales aid because they 
charge more. They add to their serv- 
ices regularly. VouMl hear about some 
of the additions during the NARTB 
Convention: new shows, new merchan- 
dising aids, new ideas. All companies 
agree sales aids are vital. World calls 
its operation a "sales and program 
serv ice. 



tf- Have advertisers ever used library 
shows for multi-market campaigns? 

Fre(]uently. However, the big pat' 
tern in library show sponsorship is 
local. Usually the station goes out to 
sell a local retailer, including of course 
dealers for nationally advertised prod- 
ucts. Or in manv cases shovss carry a 
number of announcements including 
e.t. s of national advertisers. But li- 
brary shows bav e been used effectively 
on a regional basis. 

The La Salle Wine Co.. big indepen- 
dent winerv in Michigan and distribu- 
tor for Manischewitz wines, started 
with KCA Tliesaurus' Hour of Charm 
on one station. W DMJ, Marquette. Af- 
ter 90 clays the companv' went to lour 
other RCA-subscribing stations and 
bought the show. Following a 100% 
sales increase. La Salle blanketed their 
trade area with the show b\ going to 
a total of 16 stations. 

1 he Michigan Bell Telephone Co. 
covered the state continuously for 
three \ears with World's The Lyn Mur- 
ray Show. Agency: \. W. Ayer. 

1 he agencv for ."^ilent-Glow oil burn- 
er. Charles W. Uovt, came to Lang- 
Worth several years ago and selected a 
show for testing. Cote Glee Club. It 
VNas on 23 \ew ICngland stations for 
1!! months bv the time the campaign 
cot into full svNing. 
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According to FCC curves, WAVE-TV 
now effectively reaches 85.5% more 
square miles than previously . . . 
54.6% more people . . . 51.5% 
\more Effective Buying Income — | 
gives you jar greater coverage than 
any other TV station in this area! 




HEIGHT 

COUNTS MOST! 




WAVE^TV Delivers: 

66.7% GREATER COVERAGE AREA 

than any other television station 
in Kentucky and Southern Indianal 

36.1% GREATER CIRCULATION 

than the area's leading 

NEWSPAPER! 
761.0% GREATER CIRCULATION 

than the orea's leading 

NATIONAL MAGAZINE! 

Newspapers in dozens of cities 80 to 120 miles 
from Louisville carry WAVE -TV program 
schedules — proof that WAVE-TV really "gets 
through" to frbige areas. Here's why; 

wave-TV's tower is 525 feet higher 
than Louisville's other VHP station! 

WAVE-TV is Channel 3 — the lowest 
in this area! 

wave-TVs lOO.OOO watts of radiated 
power is the maximum permitted by 
the FCC for Channel 3^is equivalent 
to 600,000 watts from our old down- 
town tower on Channel 5! 

Ask your local distributors about WAVE -TV's 
superior coverage, here in Kentucky and 
Southern Indiana. 

LOUISVILLE'S 

WAVE-TV 

FIRST IN KENTUCKY 

Affiliated with NBC, ABC, DUMONT 

NBC Spot Sales, Exclusive National Representatives 
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IN RADIOl 





in Wichfta Falls 



exas! 



CBS AND DuMONT 
TELEVISION NETWORKS 



Wickita df^alls cJe/evision, 3nc. 



How can national or regional ad- 
vertisers make better use of library 
slious'/ 

A- '1 here is no simple answer. It's 
ahnovl a mailer of ingenuily in seek- 
iiiji (lie approatli lo fit \(}Ur needs. In- 
cenli\e for going lo llie trouble? Li- 
hrar\ shows < au give \ ou nalional- 
level production \alues al liny coS'l. 
l alenl fees of $n a show aren I un- 
usual for programs using lop-cosl lal- 
enl. And llie hald case is some sta- 
tions charge nothing for library shows. 

Here are some wa\s \ou might buy 
librar\ shows: 

If ) ou have regi(jiial advertising 
by v arious compan) divisions, \ ou 
could stud) shows furnished by each 
of the libraries. Vou might draw up a 
list of a dozen suitable shows, several 
from each librarx. Regional offices 
could take it from there. 

The adxantage of this approach? 
Your state or regional office could co- 
ordinate its efforts better using a single 
show in all its cities. It could tie the 
whole campaign together with uniform 
merchandising and promotion pieces. 
At low cost a radio campaign could 
be built around star namc^. You 
might go a lot further toward exciting 
retailers that wa\. This approach, too, 
could be used in a co-op campaign 
where the national company pays part 
of the cost and dealers pay the rest. 

-• IC\en if )onr advertising is placed 
from one point onl\ . \ ou should keep 
an eye on library shows. Some of the 
shows furnished are ideal for specific 
types of account*. \\ orld, for exam- 
ple, has a show called A Bundle of Joy, 
which is a musical salute lo newborn 
babies. A bab\ food company might 
well tell timebu\ers that participations 
in this show are worth looking out for. 

\Vith()Ut special briefing the time- 
Inner is rarelv aware of library shows 
by name. He is apt to go by them on a 
program list with no realization these 
are nationally produced shows with 
top production \alues. 

'i- Probabl) the sponsor who's a 
natural for librar\ shows is the one 
who has to spread his money o\er a 
lot of markets at low cost. An adver- 
tiser with a new product or one with 
a budget problem might be able to 
build a whole campaign using one li- 
brai\ show in all his markets. 

K\er\ time a new library show is 
announced agencies here and there 
will write in to incpiire about it. Some- 
times agencie? are confused about the 
natnre of libraries and think that thev 



can buy a lihrary show individually to 
put on any station tliey want. It 
doesn't work that way of course. Each 
new hbrary show announced is avail- 
able only to the librar)'s subscribers 
— though the station an agency has in 
mind may he a subscriber. 

4. You can in(]uire in advance 
about new shows going into produc- 
tion. That might actually be the easi- 
est job. If you went to the libraries 
and found a particular show scheduled 
for fall release, you might be able to 
pick 30 stations from the list of sub- 
scribers and clear lime with them in 
advance of the show's release. 

If you got up into a list anywhere 
near that long, chances are you'd get 
cooperation from the library in build- 
ing merchandising and promotion ma- 
terial. 



Q' Have libraries ever tried to sell on 
a national level? 

A' Lang-Worth made a brief effort 



several years ago. It sent a series of 
brochures to agencies listing its sta- 
tions and pitching specific shows. It 
was a short campaign and results were 
few. 

Associated Program Sendee under 
former BAB Director "Mitch" Mitchell 
had plans several years ago for an 
audition room national advertisers and 
agencies could use. But APS, too, 
dropped its national effort after a short 
time. 



Q. What are the difficulties in na- 
tional or regional sale of library 
shotvs? 

You'd think library shows are a 
cinch to sell to national or regional 
clients. Star names, production values, 
low cost — it adds up to a good sales 
story. But the big handicap is that 
the advertiser who wants a certain 
library show has to give up some free- 
dom of station and time choice. He 
can only get a show on those stations 
subscribing to the library which sup- 
plies the show in question. And un- 
less he picks a new show he can t be 
sure it won't already be sold in some 
of the markets he wants. (One answer: 
stations frequently move a local ac- 
count to get a national client on.) 

Another obstacle: National represen- 
tatives can't work hand in hand with 
the libraries. Rep A will have a sta- 
tion which subscribes to World in one 
market; then in the next market his 




UJ 

up 

the norfolk market 

liith a one station buy 



Now, more than ever, WTAR-TV vastly 
dominates America's 25th metropolitan 
market by phenomenal program ratings 
and maximum VHF facilities. With its new 
1049 foot tower and 100,000 watts power 
WTAR-TV is the only station that delivers 
your sales message to all of Tidewater, the 
entire eastern half of Virginia (including 
Richmond) and northeastern North Carolina. 



channel 3 
NORFOLK 



Represented By Edward Pefry & Co., Inc. 
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Salvation is here again 
for summer advertising! 

Operation 



Dynamic $100,000 summer 
sales promotion for 
Crosley Group Advertisers 

WATCH FOR THE BIG 

ANNOUNCEMENT 




you fi-U your >IO'y Of> WWTVI 

After Iwo onr rrtmutp I've commercioU by WWTV * Al 
laGuire Kryger Furnifufr Company af CadilloC hod 
phoor^ colU from vir-wer* in Iown% mony rrtilei o^oy. 
who itmply requf^Alf'd. Send irte one of the n>o!lre%%ev 
lati od»erliied on WV/lv Bill Ktyger iay> hn rv 
odi ployed o very importont part in ntovmg a car 
lood f mottrcu*"^ 

Selling in N rthi^rn h^irhigan con be |utt 04 eo%y for 
you' Contoct your Wrrd voli'vrrton. or i*'|te to John f 
Cundiff, Soli-s Monogt-r. WWIV Codi'loc, ,M.ch,gon 




>l;ilioii will liavc IJCA. So the rej) 
(loe^ii I ■<iA\ llie lil)iar\ per se, only 
>jtci ific -hows oil -lalititis. 



^t- Is tlu-rc an) uov to salve the prob- 
lem':' 

Here- one -iijrjic-lioii ha-ed on 
si'oN.souV look 111 the field. Some form 
of niiified .-elliii}: mifilil be worked out. 
All the lil^r^lrie^ loda\ lia\e li>l> of >lar 
iKinie -Ikjws. I lie ad\erli^er wlio want- 
lifilil relaxing mu-ic for exaiiiple, will 
find that caeli lihrar) has a good show 
ill that <alegor\. lie miiilil put to- 
gether a groii]) of se\eral do/en mar- 
kets ii-ing three shows (jf this t\pe 
from dilTereiit libraries. That would 
gi\e liini more choice siiiee in some 
ca^e- aJl three libraries would lia\e 
.station suhsci iber> in hi- markets. 

Coiieei\ahK a catalogue li>tiiig 
allows of all the libraries in one plat e 
wimld stimulate bnvs like thi>. Such a 
book might go to agencies and ad\er- 
tisers for use in building ra(3io eani- 
paigiis. "National ad\ertisers might also 
u-e it a- their manual for showing 
dealers how to use lihrar\ sIkjws in 
co-op campaigns. 



*t' Sounds grrat- ulial's the drau- 
bach? 

A. Aside from the normal difhculties 
of |)ulliiig any group in an induslr) 
together there s this: The libraries are 
usually reluctant to have lists of llieir 
station suhseriher? published. Such 
lists would be needed in a catalogue or 
other unified elTort. But the attraction 
of being able to lap national radio 
budgets miglit mercome this resist- 
ance. 

W hether it take- the form of a cata- 
logue or direct call on national ad\er- 
li-ers eventualb some wa\ of bringing 
large number- of national and regional 
ad\erlisers and the ''libraries" together 
will probal)l\ be found. ★ ★ ★ 



WEEK AT BBDO 

( Continued front page 49 I 

Vou know how the\ are. All kinds of 
color- and things moving and swag- 
ing and things going on inside. .May- 
be we could <lo something with a bot- 
tle coining out of the juke bo.\." 

Kroll: V'eali, somebody drinks soni.e 
MC and the joint is jumping. 

/hirbind: We got it! It's a small 
siiiok\ r(iOiii. \[\ 4 a.m. Everybody's 
pooped. (Jne gu\ is ])la\ing lazily, 
(lie -it.- at the piano shmiped, a cig- 
arette dangling from bis lips, finger- 
ing the piano to illustrate the idea.) 
A gu\ takes a sip of UC and the tune 
starts getting lively. 

Mercer: Mefore things pep up, every- 
body look- blear\-e\ed. bushed, no 
energ). They really look crumby. 

Ilornsby (the older conservative vet- 
eran i : Is that good stufT for kids? 

Mercer: Kids are crazy about jam 
ses-ions. 

Burlund : Well, we caiTt make the 
people look disgusting or anything like 
that. 

Kroll: n ow about something at 
school, llealthy-like scene. A doniii- 
tor\ room. A student union scene. 
^ ou know. 

Mercer: This is animation. It's got- 
ta be adaptable to animation. We're 
not going to shoot live stuff. 

Burland: Here s something else. An 
KC bottle — it looks like a bass fiddle. 
A gu\ conif^ over, plucks it like a bass. 

(Silence, while everybody thinks.) 

Bnrland: Listen to this! A mailman 
i- coining down the street. He drags 
along. The mailbag |3ulls him down. 
He'.- really beat. He comes to a mail 
box. He reaches into the mailbox, 
pulls out a bottle of KC. A voice in- 
side the mailbox says, ''RC makes you, 
feel like new." .\o! This is it! The 
mail box has a face, swavs back and 
forth, with a big smile and sings, "UC 



Put Action In Your TV Slides! 



ZOOMS! 



ROLLERS! BURSTS! 



ANIMATED SLIDES 



SPINS! FLASH WORDS! 



WIPES! 



SPAITON ■■0*0<AiriNC CO.. <AOUl*C MKHICAf* 



f IIMMCK STUDIOS I326S.WABASH CHICAGO. ILL 
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Care to say a few words? 



It's a long wire ihat leads from that WC^Y microphone. Ii sireiches 
into 878,130 homes in one of the richest market areas in the United 
States. They're homes of factory -vvorkers and executives, suburbanites 
and farmers of central New York and Western New England. The 
recent Politz sur\ey proved the inseparability of radio and the Ameri- 
can family. Let a Christal reprcsentati\e tell you about the po-vver of 
your voice over the AVGY microphone. 

A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK 

Represented Nafionatly by Henry I. Christal Company 
NEW YORK— BOSTON — CHICAGO — DETROIT— SAN FRANCISCO 
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RING AROUND A ROSY 

A pocfcef /u// posies 
Laii one down's o cry bobyl 
The KMBC-KFRM Team has 
welded a ring around the 
"rosy" Heart of America. And 
the pockets full of posies are 
the nice green-backed kind that 
always look good in the 
pockets and purses of 
advertisers who use The Team. 
If your sales are down and 
you feel just a little like 
weeping, call KMBC-KFRM, 
Kansas City, or your nearest 
Free & Peters office, for time 
availabilities on The Team. 
The folks who can fill 
your pocket with posies in the 
great Kansas City Trade Area 

aren't crying— they're too 
busy buying the things 
they hear about on 
the radio station they 
listen to most . . 




RADIO FOR THE HEART OF AM*-*'^^ 



WC COVER 




. ^THC SUBJECT 



thoroly/ 




Let us cover your subjects 
thoroughly for fv and radio 
like wc did for Paper-Mate 
Pens, Scars & Roebuck, Dr. 
Ross Dog Food and Gallo 
Wines. 

They started with our easy 
$75.00 audition plan. Call 
Or write today. 




C O M P A H-lZi 

GOOO Sunset Blvd., 
Suitt 203 

Hollyvood 28. Colli. 
HOIIyMMd 5-6181 

mU'Mir fttr 



iiiaki'^i )<)li feel like iifw." 

kroll: III"), you could do ii lot of 
tliciii likf llint! 

Mvrci-r : Thai ? good, 'I IictcV iIkj 
< oil the beat , , , 

Kroll: . ,. . (.al c oming lioinc fr(Mii 
^liojjpiiiji, rpachc- into ice box i . 

Mercer: llou about aiiinial>? .\ -ad- 
looking bound dog drinks KC, look> 
liajj|)\, runs around witli a big smile. 

lUtrhmd: Vcali, tin* bound dog 
drinks UC, turns into a \sliij)iK-t. Is a 
wbippct a ilog? 

Mercer: Come to think of it. I don't 
know about llic dogs gimmick. We're 
trying to sell RC to j)eoj)le. not dog-. 

liurland: Dogs watch , - 

Mercer: . . . tv. I know. I still hkc 
that juke box idea. .Vla\be wc couhl 
do something like that. 

liuriund: Stop the presses! This is 
it! You see the nickel rolling lazih 
dowiT in the slot. E\ en the buffalo 
looks (low ii-iii-the-inouth. I h — let s 
see now. .*^omcbow. as socjii as the 
irickel hits something or other, iiiajbe 
a bottle of UC. c\er\ thing starts jump- 
ing, the buffalo, the juke box. the peo- 
ple, the whole place. 

Mercer: Sav. how about a IJr. Jekyil 
and Mr. Hyde ki( k? Dr. Jekyll drinks 
l\C, turns into Air. Hyde. 

Kroll: It's the other way around. 

Mercer: Weil, anyhow . . . 

I A few inore basic ifleas are ex- 
plored, then Mercer sits down and he- 
gins listing all the ideas that were 
brought lip.) 

Mercer explained to me: "This is 
just a rough approach. We'll decide 
on the best ideas, put them into for- 
mal H'ripl form and then discuss ani- 
nialion wilh the artists. Of course, the 
commercials go through manv hands. 
It's hard to sav what it'll look like.'" 



I heie are fixe dates of inijjortaiice 
in HHDO's history. 

1891 — The George Batten Co. was 
founded. Ihe firm started out as a 
sp£icc broker for religious papers but 
soon became an "advertisers" agency. 
Batten's fir;-t account was MacHeth 
lamp chimneys. His first male em- 
ploy ee, William H. Johns, was taken 
on in 1892 for $10 a week. Batten 
died in ]9U\. 

i979— Barton, Durstiiie & Osborn 
was founded. The principals were 
Bruce f5arton, who, like Johns, is a 
minister's son; Koy S. Durstiiie, who 
helpcfl Jiarton direct publicity for a 
^ MCA-Salvation Army fund-raising 
campaign during World War I, and 
Alex Osborn, a Buffalo agencyinan. 
Though Barton had no agency experi- 
ence, he was well known as an editor 
and writer. The new firm hired an of- 
fice boy that \ear by the name qS Ber- 
nard Cornelius DufTv. 

1928— The Batten Co. and BDO 
were merged into one firm employing 
600 people and boasting billings of 
S27 million. Barton became chairman 
and Johns, who was a founder and 
first president of of the 4A's, became 
chief executive officer. Arthur Pryor 
Jr.. who was hired by BDO in 1927, 
headed the radio department in 1934. 

1939 — Durstine left to form his own 
agency. With the shifting around of 
management reins, new policies were 
put into effect which (1) started the 
big switch that turned BBDO from an 
institutional advertising to a packaged 
goods agency. ( 2 I w idened employee 
ownership — there are now 221 stock- 
holders and (3 1 expanded research 
and marketing services. Johns (who 
died in 1944) and Barton switched 
posts and Osborn took over as man- 
ager Avith the title of executive vice 
president. Billings: S20.2 million. 




KRBC-TV Abilene 

Will SELL Your 
PRODUCTS 

in 17 Rich, Texas 
counties 



1: 




Represented nationally by 
JOHN E. PEARSON TV Inc. 



ABILENE 
TEXAS 
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j946 — -A younger group of exec;u- 
tives took over under the leadership 
of the new president. 14-year-old Ben 
Duffy. Barton became <-hairniaM and 
Osborn vice chairman. A team of ex- 
ecutive vice presidents was set up to 
take care of day-to-day operations and 
help Duffy prepare for the postwar ad- 
vertising battle. Billings: S50.4 mil- 



ion. 



This is BBDO toda) : Its ph)sical as- 
sets include 14 offices in 13 cities, 
four of them service offices. Its New 
York headquarters takes up six floors 
at 383 Madison Ave. and three floors 
at 385, the twin buildings owned by 
Webb & Knapp, probably the biggest 
landlord of advertising agencies in 
New York City (and headed by real 
estate's wonder boy, William Zecken- 
dorf) . BBDO's real assets are more 
than 1,700 employees, of whom about 
1.200 work on Madison Ave. Billings 
in 1953: $137.5 million. 

The men and women who turn out 
BBDO's advertising are grouped un- 
der four executive vice presidents. 
(There are 59 just plain vice presi- 
dents besides.) They are Charles H. 
Brower, who, as mentioned before, is 
in charge of creative services : J. Davis 
Danforth, in charge of client relations ; 
Fred B. Manchee. in charge of opera- 
tions, and John C. Cornelius, who runs 
the five Western offices in ^Minneapolis. 
Chicago and California. 

Cornelius, who will retire this year 
was a merchandising pioneer and is 
closely identified with Minneapolis. He 
was sent there in 1933 to shore up 
BBDO's ofi5ce in that city after Ralph 
Campbell and Ray !Mitbun walked out 
with practically every account there. 
He did a crackerjack job, rebuilding 
the office until it was the largest agen- 
cy in Minneapolis. 

(In a somewhat different way. Os- 
born is identified with Buffalo. He 
just likes the town and his heart never 
left it even when he ran the reorgan- 
ized BBDO during the war. He visits 
New York regularly now but spends 
most of his time in his native heath 
paying closer attention to the Buffalo 
office. The brainstorm session idea is 



LEE DORRIS 

SELLS THE BIG 

NEGRO AUDIENCE 

MORNINC-NOON-AFTERNOON 
ON 

WSO K 

NASHVILLE, TENNESSEE 
1000 WATTS 




Osborn s child. His interest in creative 
thinking has resulted in such books as 
Your Creative Foicer, IFahe Up Your 
Mind and Applied Imagination. 

1 he four executive vice presidents 
have spent their entire working lives 
with BBDO or its two predecessors. 
1 his is no coincidence. It is a reflec- 
tion of BBDO's policy of pronn>ting 
from within, of hiring young men who, 
if the) have the ability to grow, will 
grow with BBDO. 

Let it be said now in all honest) 
that BBDO does not lavish fancy sal- 
aries, not even on hot-shot admen. 
This applies to those pushed up from 
the inside as well as the rare case of 
someone brought in from the outside. 
But, b\ the same token, neither does it 
exert the cruel and relentless pressure 
that inevitabl}' goes with being a S50,- 
000-a-year account executive, not to 
mention those Purple Hearts of civil- 
ian life, the ulcer and the heart attack. 

The result is a kind of working de- 
nrocracy, a camaraderie, a de-emphasis 
of status. There are other factors, too. 
There's an air of stabilit)' about BBDO. 
As agencies go, it's no youngster. (Yet, 
there s no evidence of corporate stuffi- 
iiess.) There's also an air of success 
about BBDO. and obviously good rea- 
son for it. The average RBDO er is 
constantlv reminded that he belongs 
to a group. This is partly due to the 
way BBDO is departmentalized and 
partly due to the family atmosphere. 

BBDO seems, to one observer, at 
least, free of ofiSce politics. The fact 
that a number of agency people vol- 
unteered this view is not. in itself, 
proof, since it was told to an outsider. 
But it is certainly strong evidence. 
^ 

"DUFFY, Bernard Cornelius, adver- 
tising exec.; b. New York, N. Y., Jan. 
21, 1902; s. Bernard and ^largaret 
(Connelh) D.: ed. parochial schs. of 
New York City: m. ^Marion Edna 
Brutton, Apr. 26, 1930; children — 
David Edward, iMiriam Margaret. Of- 
fice boy, Batten, Barton, Durstine & 
Osborn. Inc., 1919-20, space buyer, 
1920-25, head of media dept., 1925- 
1935. vice pres. in charge of media, 
marketing and mdsing.. 1935-38. dir. 
since 1938, exec, vice pres. of six East- 
ern offices, 1943-45, gen. mgr. since 
1945, pres. since Feb. 1946.'* 

Who's Who in America doesn't shed 
anv light on wbv Ben Duffv rose to 
the top at BBDO. Duffy can't shed 




Before you complete 
your summer 



ad plans, get the facts al>oul 

Operation 



Dynamic $100,000 summer 
sales promotion for Crosley Group\ 
Advertisers 
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mum WINE COMPANY 

"The results of our 25 
spot a week schedule have 
really been amazing." 

HOLLAND STUDIOS 

"We had 18 inquiries on 

1 one minute spot and sold 

15 of them." 

Represented by 
George W. Clark, Inc. 
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"Meorl of the City hoj mode Jim Clune"j Grond Trov- 
rf*e Auto Company in Trovcrie City the heart of the 
Northern Michigan uied cor morket 

Jim report! WWTV. the firjl and only iingle*cOveroge 
medium in Northern Michigan, immediotely exponded 
hit uied cor trodmg orea to a 70-mile rodius. 

Initeod of a winter ilump, Jim, o member of the Ford 
Adviwry Council, experienced o more than 10% in- 
creoie in uied cor buiineii. 

You con enjoy thii expanded morket, loo. Contact your 
Weed lalejmon, or write to John F Cundiff, Solei 
Manager, WWTV, Codilloc. Michigan 




SPARTON BROAOCASTtMC CO., CADILLAC, MICHIGAN 
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Peach Iwentu Ffeople 
-^'(fdr a Penny on 

Regional l^dio WOW 

Average hourly time periods, 
morning thru night (Monday — 
Saturday) used as base. Cost 
per 1,000 computed using 
SAMS survey, times WOW 
Pulse area rating, divided into 
rate. 



miik Ii li^lit oil it eitlici i)r doeMi't 

Willlt to. 

\\ lic'M I >j)eiit >oii]c time with him 
on the morirmjj of I Ma\ I .-^uggc-ted 
thiit lii> I i>(' \\a< due to Mij)er-?ale*- 
iiuiii^hi|). I hail licard that -oiiiej)la< e. 

DuIIn (h'liicd it. 

"I -jx'iid \('r\ little time ^oliiitiiig 
new l)U-iiie<-,"' he .>iai(l. '"Ma) he five or 
>ix (hi\> a \eai. Aii\\\a\. it's not sales- 
i]iaii>hi|) that brings new client^- to 
Hl}l)(). It s our orjranizatioii. \\c'\e 
jiot a good organi/ation. If I hung up 
a ^liingie sa\iiig 'Hen l)ufT\.' I'd he 
just aiiotiiei office on Madison A\e. 

Iieeii with Hl>l)0 a long time. The 
organi/ation helped make me. 

■■{"lieiits eall us up. too. don t f(jrget. 
\n(l some (jI oni licst salesmen are 
our < lient^. ' 

1 asked what it would fofit to l)uy 
HHDO. 

i)ufT\ smiled. "I guess \ou iould 
figure some kind of formula, if \ ou 
wanted to. \\ hat are tlie figures they 
use? Something like 10 or 14 times 
net earnings. lUit that's sill\. ^ ou re 
talking ahout hu\ing people. ^ ou 
can t hu\ an ageiic) any more than 
\on can l)u\ a good doctor. W'e have 
no in\entor\ and no expensi\e ma- 
< hiiie tools. When we w(jrk on a new 
campaign, we re-tool our minds. Our 
machine tools are what Cod ga\'e us." 

We got to talking ahout DufT)'* in- 
fant's wear business. He owns a con- 
trolling interest in the Modella Manu- 
facturing Co. 

"It s a good thing for an advertis- 
ing man to get interested in a business 
like that." Duff) said. "It teaches me 
a lot. It's a challenge. Ilie business 
was started in I9.il and is getting bet- 
ter \ear 1)\ \('ar. If 1 ga\e \ ou figures 
oil the increase in business it really 
wouldn't be a fair thing because tlie 
business is so new. Hut if \ ou realK 
want some figure* \ on can sa\ that 
business has increased .'-iOO' < in three 
\eur^. We make two items, a sleeping 
bag called 'Sleep\-b\e' and water-repel- 
lant cotton bah\ pants <alled "."slef^p^. 
dr\e. We lia\e national distribution 
in I. ()()() outlets. . . . 

"• . . 1 in ha\ ing luii< li with Paul 
llalni I president of \mericaii Tobac- 
<-oU Damn riiomas and H(jb Kintner. 
Jn-t -ocial. Luck) "s aliead\ renewed 
the Dtiniiy Thomas >7/o/e. Then I lia\e 
an appoiiitnieiit with I'at Wca\er at 
'^■.'^^). it s a good thing it's not earlier. 
This kind of IniK li ran take time. , . . 

'*. . . W In don't we go after foreign 



busine-s.'' Mruee Harton once answered 
that (juestioii at an agene\ meeting. 
It was asked b\ one of the employees. 
He said something to the efTect that as 
long as he could look out of his office 
window and see the name of some- 
bod) we <-ould be servicing and aren't 
there'* no leasoii to go abroad. . . . 

". . . W hen I look at an ad I drjii't 
like, 1 sa\ that the j}ers(ni who wrote 
that wasii t desjjerate when he wrote it. 
I he best ads are written from despera- 
tion." 

When I was lining up photographic 
shots for the HMDO stor\ . Robert L. 
Foreman. \ ice president in charge of 
television, "suggested he be photo- 
graphed in his office talking to people 
in the program business. "That's tvp- 
ical of 111) work, he said. 

It certaini) wasn't typical of the da\ 
I s])ent with him. If he spent fi\e min- 
utes in his ofiice at one time, it was a 
lot. 1 had hardly walked in his ofiice 
when he brushed quickly by. calling 
over his shoulder, "C'nion, I'm going 
down to screen a new show.' 

1 ran down the narrow aisles flanked 
by the ubic|uitous BHDO glass and 
iiK^tal partitions. When 1 caught up 
to him, he explained: "It's a new Fred 
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LOTS OF PEOPLE, TOO! 

Cows thot help produce an in- 
come of over $3.4 bWlion, and 
people who spend over $2.7 
billion of it at the retail level— 
That's the profit picture of 
WKOW's 53 county market. 
For more facts on this low cost 
coverage see your Headley- 
Reed man. 
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Allen show. Lorillard hasn't renewed 
the Fred Allen show, Judge for Your- 
self. J think the last program is a 
week from tomorrow (11 May). NBC 
has Fred Allen under contract, so they 
had Goodson-Todman package another 
(|uiz show. ' 

The new show is called Take Your 
Choice and feature-^, besides Allen, his 
wife. Portland Hoffa. This is the for- 
mat: Allen interviews a pair of con- 
testants. Then one contestant asks the 
other one questions. There arc five 
sets of three questions eacli. which are 
displaved, one set at a time, on a big 
board. The contestant who asks ques- 
tions picks one of the three. The ob- 
ject is to pick questions the other con- 
testant can answer easih . The part- 
ners get $100 for each question an- 
swered correctly. If they answer all 
five, they get $5,000. 

The first two contestants were a 
female farmer and a college professor. 
They answered the first four questions 
correctly. 

"T hope the} 're not going to give 
them $5,000 for a pilot film," Foreman 
muttered. 

The college professor, who was an- 




So you want 

to sell 



KUDL 



is the place to 

it! 




Why? 
Here's why! 



.STUDIOS: 1012 BALTIMORE BUILDING. 



KUDL delivers as many 
listeners* as NBC, more than ABC, 
and even more than the other in- 
dependent. 

Let Forjoe show you the April 

Hopper,* 



swering the questions, was tripped up 
on the last one. He didn't know that 
the Ryder Cup was a golf troph\ . 

After 10 minutes of the half-hour 
show. Foreman got up. "Looks pret- 
ty good," he said. "WVve got a cou- 
ple clients interested in it. Goodson- 
Todnian let us see it first because we're 
so active in network tv." 

Back at his office. Foreman <lialed a 
number. "Hoy," he said tersely into 
the mouthpiece, "it looked good. Show 
it to them." 

He leaned back in his < hair and 
took a deep breath. "1 have to watch 
out 1 don't spend all my time at screen- 
ings. As it is. f have to screen stuff 
at home, too. 1 liave a sound projec- 
tor at home. The general run of films 
goes through the program department. 
You might sa) they screen the screen- 
ings." 

Foreman explained his bailiwick in- 
cludes programing, film and live pro- 
duction, commercials and commercial 
art. He is chairman of the Radio-Tv 
Plans Board, one of tlie top decision- 
making groups at BBDO. Besides 
Foreman, the board consists of Brow- 
er, Pryor. who is vice president in 
charge of the radio-tv department; 
(and was ill during my week at 
BBDO ) ; Don Rowe, business manager 
of the tv department; Hiram Brown, 
who has film background and is top 
man on the du Pont tv show. Caval- 
cade of America; Fred Barrett, vice 
president in charge of media, Her- 
minio "Travie ' Traviesas, radio-tv ac- 
count executive for Lucky Strike, and 
James S. Bealle Jr., in charge of new 
program development. Also sitting as 
a member of this plans board is \ ice 
President Carroll P. Newton, who acts 
as an assistant to Duffy in tv matters. 

Before 1 could get the titles of the 
plans board members straight we were 
off again. This time downstairs for a 
(confidential) discussion of Camp- 
bell's tv policy. 

\\nien we returned 1 a^ked about 
what BBDO was doing in the way of 
show production. 

"Well." he said, ''Your Hit Parade 
is client-owned and produced by 
BBDO. It's the only show which you 
might say we package, ^'e also have 
script control over Cavalcade of Amer- 
ica, Armstrong Circle Theatre and 
Campbell Soundstage. We pay produc- 
er Marc Daniels on the latter show, 
also. But all the shows our clients 



are we happi) 7- 

ii ^enorf 



SERVING 300,000 
LATIN-AMERICANSl! Vt<' 




THE MIGHTY * * IVI I K E OF 
SAN ANTONIO 
250,000 Milliwatts 

Ikiww 

National Time Sales — New York 

Gene Grant & Company 
Los Angeles — San Francisco 




Within 50 miles of the WJPS antennae 
there are 1 39,860 radio homes. This con- 
stitutes the primary coverage of radio 
station WJPS. 

Month after month during the past year, 
Evansville has been a HIGH SPOT CITY 
as published by Sales Management. It is 
the leading HIGH SPOT CITY in the state 
of Indiana. 

Dominating coverage in a HIGH SPOT 
MARKET means SALES. Let us prove our 
worth to you. 



Robert J. Mclnlesh, General Manager 

■EPIESENTIO iT 

The George P. Xellingbery Company 





"A RADIO IN EVERY ROOM" 

■\ ivansville/ (ndianii 
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56 The only 
r'' station in the 
rich KANSAS 
CITY metropolitan 
I market . . . 



. beamed 
exclusively to 
. KANSAS CITY'S 

118,000 

L Negro 
Market 



1,000 Watts 
1590 Kc 





KPRS 

KANSAS CITY, MISSOURI 

Represented Xationally by 
JOSEPH HERSHEYMcGILLVRA,INC 



60 KW-TV in July 



GARDENING 

is a popular hobby 

IN WESTERN MONTANA 



You Can Sell 
What They Need 

with a 

SPOT 



program 



93% 



LISTEN TO 
A.M. — Radio 




1290\5l^w Day & Night 

MISSOULA, MONTANA 



Reps: GILL-PERNA-NY. LA, SF & Chi. 



-Itoii-or iiuoive ^(JIll<* kiinl of >uper- 
even aj-idc from loiniiicrcials. 
W'c are, after all. the < iieiit's re|)re&en- 
tali\e and we mu-t mak<' j-iire iiis ]»ol- 
ic\ !•« adiiert'd to." 

1 a.-ko<i why HiU)0 wa^i't juore 
iica\ii\ ni\()i\<"d in |)rogiaiii ])aekiig- 
iii{:. 

"i\)r a \ery good reason," answered 
Foreman. "Hy kceijing a\va\ from 
|)a( kaging we have the wiioie w ide 
world to rlioose from. Hy not |)roduf- 
infi our own show? we lia\e £i freer 
hand. W'c can he more detached if 
we aren't financiall) involved in a 
show. And if we arc more detached 
the (dicnt will tru^t our judginent 
more. 

"Then, once wc start hiring our own 
programing people, we would tend to 
<h) things the same way, not to men- 
tion the ])rol>lem of overhead. Supjjose 
the agency put illustrator Norman 
Hockwcll on its pa\ roll? Therc'd he 
too nian\ of our ads with a Hockwcll 
imjjrint." By this time Foreman was 
starting for the door on his way to 
lun<h. "WV'd he typed. We wouldn't 
have enough \ ariety. Get it? 

He was halfway down the hall Avhen 
he said, "Besides I have enough head- 
aches."' * * * 
( I'art II next issue) 



SWEENEY 

{Continued jroni pa^e 42 I 

As an advertising medium, radio, during the 
same period, has proved its capacity (I) to 
grow despite terrific competition from other 
media by increasing its billings from adver- 
tisers by $79,000,000 annually; (2) to change 
by uncovering new sources of revenue when 
the time-honored ones dried up. 

In those three years BAB's growth has 
paralleled and in many ways spurred the 
growth and change of radio advertising. Three 
years ago at convention time BAB had a bud- 
get of $112,000 and six full-time employees. 
Its customers were almost entirely those NAB 
members who were willing to gamble a per- 
centage of their NAB dues on the vision of a 
separate association to sell and promote radio 
as an advertising medium. 

Now, BAB has a $687,000 budget, a staff of 
35, and is working for 810 stations all four 
networks, and virtually all the station repre- 
sentatives. 

Three years ago radio had no central source 
through which to inform advertisers, no one to 
call on them to tell radio's story. Today, BAB 
is presenting radio's advantages to 300 adver- 
tisers every month and servicing dozens of 
advertisers and agency requests every day. 

Radio's selling and promotion problems are 
a long way from being solved. In four areas. 



which BAB has elected to tackle this year, 
there are multiple opportunities to develop 
the volume of business that a medium like 
radio deserves. The areas are: 

• Our industry has n.ot properly re-sold 
nighttime. 

• We have not developed the tremendous 
potential of local advertising properly. 

• We have not as yet eliminated the "road- 
blocks" to the wider use of radio by national 
advertisers. 

• We have not manned our stations with' 
enough highly-trained salesmen. 

These four problems will occupy most of 
BAB's time and budget in the 1954-55 year. 

At the convention BAB's program Thursday 
afternoon will marshal the type of evidence 
that we need most to substantially increase 
radio's volume — the testimony of Important 
local and national advertisers in all types of 
businesses that radio rings the cash register 
as well or better than other media. 

BAB's policy is to continue to marshal the 
best evidence we know to boost radio adver„-, 
tising toward the billion-dollars-a-year total — 
the testimony by advertisers that radio reaches 
more people and sells them better dollar for 
dollar than any other promotional force they 
can buy. 

* « '* 

For the first time in XARTB convention 
history, the BAB has been invited to conduct 
a special two-hour radio sales clinic on 
Thursday afternoon, 27 May. BAB is expect- 
ed to review many of its sales presentations, 
as well as to point out new sources of radio 
revenue. 



I Within l5Mib 
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"BASIC 
INDEPENDENT'* 
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ROUND-UP 

{Continued from page 89) 

Specialty programing is i)ev\' to tole- 
vision. For example, sponsor's 1954 
Program Guide lists 37 t radio stations 
(about 25% of those responding to 
t|uestionnaires) vsith Negro program- 
ing — but only eight Iv stations report- 
ed Negro programs. Apparently an- 
ticipating more Negro television pro- 
graming, Essex Films, New York, has 
announced a 26-prograni series de- 
scribed as "the first all-Negro tv film 
show." The series, called Tenth of a 
Nation, outlines in quarter-hour seg- 
ments the progress of the American 
Negro in all fields of activity — science, 
medicine, sports, arts and letters, na- 
tional affairs and other subjects. The 
films, done in a March of Time style. 
M'ere produced by American Newsreel 
which serves more than 400 Negro mo- 
tion picture theatres with weekly news- 
reels. 



Most popular booth at Tulsa's 
"Made-In-Oklahoma" Manufacturers 
Exposition was that of the Tulsa 
Broadcasting Co., according to KTUL 




KOWL'S 




0*. ' 



Must be good reasons why 
27 national advertisers like 
Coca-Cola -Old Gold- 
Wildroot— Carnation Milk- 
General Mills and Folgers use 
KOWL regularly. One main 
reason is KOWL's loyal 
audience of over 1,000,000... 
the Negro, Spanish, 
Mexican- American listeners* 
Don't overlook KOWL's 
selling power... ask for 
our "sales pitch!' 



KOWL 

Sales Office: 4128 Wilshire Blvd., Los Angeles 
NATIONAL REPS: 

FORJOE & CO.. INC., New York. Chicago, 
Dallas, San Francisco 
DORA-CLAYTON, Atlanta. Ga. 



and its sister station KTVX (newly 
granted vhf Ch. 8 tv outlet ) . l*(jpu- 
larity of the booth was attributed to 
Tulsa Broadcasting's "see yourself on 
tv" exhibit. The stations used a small 
Dage t\ camera which picked n|) visi- 
tors and Hashed iheir pictures on the 




'sRFUL TV STATION i 




KWJJ 



screen of a nearby tv set. While the 
cameraman (above) focuses on visi- 
tors, a KTUL-KTVX girl hands out 
candy sticks with KTUL and KTV^X 
call letters through the cores. Con- 
struction of KTVX — which will have 
its transmitter atop Concharty Moun- 
tan, midway between Tulsa and Mus- 
kogee — is due to begin soon. 

* « * 

When WKY-TV, Oklahoma City, re- 
cently telecast its first color television 
program (it was NBC TV's Paul Win- 
chell Show) , the local newspaper— the 
Oklahonian — obligingly sent over a re- 
porter to cover the event. There was 
only one difiiculty: The reporter was 
completely color blind. 

« * * 

Gotham Audio Development Corp. 
is the name of a new firm which will 
design and manufacture custom-built 
recording equipment for broadcasters 
and other professional users. The new 
company is a subsidiary of Gotham 
Recording Corp., New York. First cli- 
ent of the audio development firm is 
Reeves Equipment Corp., for which 
Gotham will design a high-power driv- 
ing amplifier for use with BBC Gram- 
pian disk cutting heads. Reeves will 
distribute the product. 

« * * 

The fourth annual edition of 5/. 
Louis Job Guide has just been issued \ 
by Westheimer & Block, St. Louis ad- 
vertising-public relations agency. The 
guide lists prospects in the Greater St. 
Louis area for tliose seeking employ- 
ment in advertising, public relations 
and journalism. About 600 firms are 
listed. Westheimer & Block estimates 



"Oregon Country 
Happy Hunting Ground 
for Smart Advertiser." 

Take it from KWJJ — Chief of 
the Northwest Independents — 
there's good hunting for adver- 
tisers who want buyers with 
"plenty wampum". Advertisers 
plenty smart who use KWJJ for 
spot announcements with "big 
sell" in "big" country. 

National 
Representative 
BURN-SMITH CO., INC. 




PORTLAMD S^^'^^^^ - 
ORIGON ^nr. 

Ill 



. . . ihe Story Remains 
the Same in Danville 

WDAN Is a MUST buy if you wont cover- 
age in East CentrdI Illinois' and Western 
Indiana's rich market. WDAN gives you 
more listeners than all other stations com- 
bined! 

February 1954 

CONLAN 
SURVEY 




NIGHT '^^gg^ 

WDAN 



CBS RADIO 
DANVILLE, ILL. 

REPRESENTED BY 

EVERETT-McKINNEY, INC. 

NEW YORK — CHICAGO 
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Before you complete 
your su/n/ncr 
ad plans, tict t/ic facts about . . . 

Operation 



/ / .\. 

Dynamie $100,000 summer 
sales promotion for Croslcy Groups 
Advertisers 




P 

I 



THE MART STORES 

"For the first time we had 
volume sjIcs thjt could directly 
be attributed to our advertising. " 

DOUGLAS OPTICAL 

"We attribute a good share of 
our traffic to the terrific impact of 
our KWBB spot announcements." 

I^eorcsen'ed by 
Ceo-<!e W Ch k Inc 



I 




•^ICHITAI lAOIp ACTIVI STATION" 



1 '410 'C • 000 w»tTi 



tluit the f.'iii(l(.' Iia> liflpcd more tlian 
applii iiiit* find joli* during the 

])a»l four \car». 

• • « 

Tck'N i^ioii iiad \\^ >ccom\ l)igue.-t 
\car ill tcriii^ of >ot <.'ro\\lli in 193.'^ 
with a total of 6. }..'52.000 sct^ in-talled 
durinj: the 12-niontli jjcriod, t-tate* 
Ihi.uli \1. li.-xiMc Jr.. director of M'.C 
rc^cartli and planninj;. Tlic estimated 
nunilier of t\ in-tallation.* In tlie I nit- 
ed >tate< on I Jaiuiar) 19.51 \\a* 27.- 
()()().()()(). The 195:^ sot iiUTc-a-^i- wa^ 
topped ()id\ in tiie peak, t\ \ear of 
\^)7A). when 6.f) million »et» were in- 
>ta1led. .^onie 11'; of the 19.5.S in- 
eren.-e was in post-freeze tv markets. 

• « • 

W ST\ -T\ , Steuheiu ille, Ohio, which 
liejian operating la»t inontli. has tlie 
highest tower in the I'itt^hurgh-W heel- 
ing-Steuhen\ ille area, according to tlie 
>tation. Tlie new t\ tower is located 
on iXltainont Hill north of Steuheii- 
\ille. i- 2.011 feet above sea level, 
rnd transmits 2.)0 kw (\i>uall. Con- 
struction co-t wa- a|)|)roxiinatel\ 
.slO(),()()(). 

• • * 

\ full-|)age newspaper ad picturing 
the ke) stafTers and gi\ing details of 
its history helped celehrate KOTX, 
i'ine BluiT, Ark.s twentieth aiiniver- 
>ar\ reienti). Feature articles ga\e 
highlights of the >tationV liistor), in- 
( luding its power increase in 1910 
from 100 to 2.")() watts and its afhli- 
ation with MI5S in 1911. 

• • • 

\cadem\ I'ictnres, Inc., ha> opened 
ofhces and studios in New \ ork at 
oImI Fifth \\e.. Edward L. Gersham. 
|)re>ident, and Moras Fautz. v. p.. an- 
nounced recentK. The iNew York of- 
fices will ser\e as Eastern sales and 
|)ro(luction headcjuarters for the mak- 
ing of color and lAw film commer- 
cial^. The conipaiiN will also produce 
industrial, educational, training films. 

• « « 

kWkll. Shre\eport. La., la-t month 
>|)ons()red a one-da\ dair\ conference 
for dair\ farmers in the Vrkansas- 

I c\a-d>oui-iana area. >e\en dair\ e\- 
|)ert> .-poke to more than ."^00 farmer* 
\\lio attended the conference. Jack 

liiiimon-. K.\\K.II farm director, or- 
gani/ed the ( (jiiference l)e<'an-e milk 
price- in the area -er\ed 1)\ k\\ kU 
were dro|i|iing while |)roduction co-ts 
lemained con-lanl. ( atcliing ihe dairA 
farmer in a |)iic<^ -(|nee/(\ 



\\ kV-T\. Oklahoma Cit\. heat its 
own deadline re< eiith when it launched 
its fir-t loealK originated < ()lor telecast. 
The color telecast came three weeks 
earlier than the unofficial "target date" 
for the e\ent, according to P. A. Sugg, 
general manager. The program fea- 
tured 1^. k. Ca) lord, owner of the 
\\K^ liadiophoiie Co.. in a dedica- 
tors nie— age highlighting the pioneer- 
ing a< liie\ emeiits of W KY as the first 
radio station we.-t of the .Mis>issij)pi 
and of \\K\-'I\' as the first tv sta- 
tion in Oklahoma. \\ K\-T\ h now 
on the air with a regular weekK sched- 
ule of li\e studi<3 cohjr programing 
and ?sHC network shows. 

* * • 

W'SB and \\'SB-T\'. Atlanta, re- 
bels ed their -econd dual award for 
"outstanding regional public .ser\ ice" 
vecentls from the George Foster Pea- 
bods Awards i-onimittee. This marks 
the first time ain station ha- receised 
two dual awards. J. Leonard Reiii-<b, 
managing director of the stations. ac» 
cepted the awards at a luncheon in 
New York la.-t month. 



When a >tarling teiiiporariK dis- 
continued television |jrogramiiig by 
WTVP. Decatur, ill., oser 4.000 peo- 
ple called the station and the local 
papers to inquire about the difficulty. 
The small bird had plucked a circuit 




breaker open on the main power line 
feeding the station just before the Don 
McXeill Breakfast Club -how was to 
be teleca>t. The program was not car- 
ried, hut t\ sers ice resumed iinniedi- 
ateh after, \ho\ e W . L. Sliellabarger, 
president of Vi "f \ P. holds up the »bow- 
obstructiii" bird. 



A 5jjaiii-li-Uiiignage |jrogramiiig 
block three and a half hours long on 
t(de\i-ion lia- been launched l)\ kiilD- 
r\ . Fresno. Cal. The |3rograin. lien 
Ramirez y Sus Aiii{s:os. has been tail- 
ored esiiecialh for the 200.000 Span- 
i-h-speaking |)eople in Fre-no and Cen- 
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tral San Jo:u|uin Valle\. Star? (if the 
sliow are Ben Kaiiiirez and his Latin 
American band and juan Mercado and 
his orchestra. Tlie ?lio\\ also includes 
a half-hour feature film. 

» * » 

"Miss Inside Advertising of 1954" 
is Joan Mullen, advertising senior at 
Butler llniversit). Miss Mullen ua? 
named "Miss Inside Advertising " dur- 
ing the New York Association of Ad- 
vertising Men & Women's fourth an- 
nual Inside Advertising Week. She 
was one of 55 top advertising students 
who participated in the week of con- 
ferences and tours of \ew "^'ork ad- 
vertising organizations. 

* * * 

Repetition, says Aver\ -Knodel, Inc.. 
builds reputation — and "only radio is 
priced right to give achertisers sufli- 
cient frequenc) to get continuous im- 
pact." To get its point across, the 
station representative sends out a 
colorful booklet illustrating — among 
other things — how drop after drop of 



NEW ARRIVilU 




f •• 



BIG CHANGE 
AT WVET 



Yes, the station with more local 
accounts than any other THREE 
Rochester stations put together 
has joined America's livest net- 
work! Result: — improved pro- 
gramming , . ever increasing 
audience . . . better-than-ever- 
buys for advertisers in the rich 
Rochester - \\'estern New York 
market! 

5000 WATTS . 1280 KC. 



WVET 
Now 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOILING COMPANY 




calcium carbonate dripping from the 
roof of a cave builds up a big stalag- 
mite. The repetition angle as a radio 
celling point now being emphasized 
by the rep. 

« » » 

Robert L. Landr\. managing editor 
of raiicly, former publisher of Space 
(S: Time and colunmist for .sponsor, 
will direct New York I niversitj's 19tb 
annual Summer Workshop in Televi- 
sion & Kadio for >ix weeks from 2!! 
June. \ine instructors will give 14 
courses, including three dealing with 
C(dor tv. Six guest lecturers will ad- 
dress the participants. 

« » » 

WJNO-TV, Palm Beach. Fla., Chan- 
nel 5. will be on the air soinetiino in 
Augu«t of this \ear. it has aniioun<ed. 
Tlie station is an NBC affiliate and is 
represented b) Meeker Tv. Studios 
v\ill be located in the Palm Beach 
Pla\ house building, will include one 
outdoor studio. 



Nobody moved a nmscle when Stew- 
art Granger, Paul Douglas. Jan Ster- 
Hng and Grace Kelly swept into a 
Miami cocktail lounge and sat down at 
one of the tables, a \\T\ J informant 
reports. But a few minutes later, when 
Ed Lane of Olin's Used Cars (a WT\ J 
sponsor who does his own commer- 
cials) came in, the waiter and several 
other people rushed over to say. 



"W^e\e seen you on television! 
' You re Ed Lane of Olin s. 
watrh vou all the time! " 



■'We 



There are 368 major manufacturers 
oflering cooperative radio advertising 
funds to their dealers, according to 
the Broadcast Ad\ ertising Bureau, \ew 
York. BAB sent members details about 
10 additional companies which have 
radio co-op budgets. jMajor business 
categories for the 368 companies, and 
the number of companies in each 
group, include: appliances, ol: cleans- 
ers, household items, paints, 71; air 
conditioners, heaters, 46: co.-metics, 
toiletries, drugs, 43; men's clothing, 
shoes. 37: food, groceries, beverages, 
34: radios, tv sets, records. 28: auto- 
motive. 24. The category showing the 
greatest gain in the past year in 
amount of radio co-op money is air 
conditioning and heating manufactur- 
ers. * * -A- 



WANT TO SELL 
CANADA? 



One radio station 
covers 40% of 
Canada's retail 



sales 





CFRB 

TORONTO 

50,000 WATTS, 7010 K.C. 

CFRB covers over 1/5 fhe homes in 
Canada, covers the market area that 
accounts for 40% of the retail sales. 
That makes CFRB your No. 1 buy in 
Canada's No. 1 market. 



REPRESENTATIVES 
United Slates: Adam J. Young Jr., Incorporated 
Canada: All-Canada Radio Facilities, limited 




^^^^ of fhe 

San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Speaking! 

rhey multiply, add, subtract and 
divide; THEY THINK! THEY BUY! 
in their own language! Sell them 
with KLOK, the station that reaches 
them all. KLOK's specialized pro- 
gramming guarantees your message 
attention-getting IMPACT! 

• SACRAMENTO 




SAN,JOS6\ 



FRESNO i 



KLOK 

^ ,5000 WATTS — 1170 



San Jose Studioti San Francisco S+udios 

P. O. Bot 967 Hotel Lankefshfm 

San Jose, Calif. San Francisco. Calif. 

, Represented by John £• Pearson Co 
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THE 
SUCCESS-FULL 
STATION 




FIRST on;the air in 

its market. 

FIRST infits market 

with the vifwers. 




of sjhi in use* 

wfrvp 

Channel 17 
DECATiR, ILLINOIS 

*ConIan '■port, January, 1954 

NATIONJi REPRESENTATIVES 

GEO. W. 
LARK 
CO. 

New York 
Los Angeles 
San Francisco 
Chicago 









ll'i/(i(i>»i It. Italmr Jr.. chairman oj the 
board oj Benton &: Bowles, Xeiv York, is the 
newly elected president of the American Association 
oj Adiertising Agencies. Baker succeeds Eorle 
Liidgin, jiresident of Earle Ludgin & Co., Chicago. 
Henry G. Little, chairman oj the board of Campbell- 
Eivald Co., Detroit, was elected vice chairman ond 
Robert Grove, executive v.p. oj Ketchum-MacLeod 

Grove, Pittsburgh, is new secretary-treasurer. 
Frederic R. Gamble was re-elected AA's president, 
marking his 2hth year with the association. 



Sinftler has been elected vice president 
oj If'LS, Inc., parent company which owns tt"LS, 
Chicago. lie is general manager oj the station, 
now operating jiill-tiine jollowing its merger with 
If'E.XR. If'LS, under terms oj the merger, is 50% 
owned by the Agricultural Broadcasting Co. (The 
I'rairit- Farmer) and 50% by American Broadcasting- 
Paramount Theatres, Inc. Before the merger (f'LS 
and iri'J.XR shared time. Aew LS programing 
features include news eiery hour. Western Jamboree 
(already sold), and Countr)- Junction. 



Itrfian llooi.vioii is president of the agency 
bearing bis name — successor in Aew York to 
Sherman S: Marquette. Houston joined Sherman 
it- Marquette four years ago as head of its Sew York 
offices. Former associations hate been with Lennen 

Mitchell {now Lennen & Xewett), I'epsi-Cola Co., 
)'oiing it- Rubicam, Standard Oil of Ohio 
and Tide Water Associated Oil Co. His agency 
opened 3 May with about $20 million in 
billings. Houston says it's so modern it uses 
IBM machines in its media department. 



Todd Storz. general manager of KOITH, 
Omaha, with his lather Robert Storz will assume 
ownership of Willi, Kansas City, pending FCC 
approval. The Storzes pay S tOO.OOO cosh for the 
10 Alt', station on 710 kc. — one of citys oldest 
stations, founded in 1922. Storz bought KOWH 
five years ago, bought WTIX, ?\ew Orleans, last 
August. W'lIB deal made possible by that station's 
licensee- Cook Paint A famish — buying KMRC- 
AM-Tl', Kansas City for about §2.6 million. Robert 
Storz is v.p. of Storz Brewing Co., Omaha, 
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NOWontheAIR 




ANOTHER "FIRST" FOR WKY-TV! 

I.ocal "live" color was first introduced 
to Oklahoma TV viewers in a five-minute 
telecast at 6 p.m. on April 8 
by E. K. Gaylord, president of the 
Oklahoma Publishing Company and 
\VKY Radiophone Co. 
Now, with two complete camera chains 
in operation, WKY-TV is nation's finl 
independent station to have a regular 
schedule of local "live" color programs. 
Far-sighted planning made it possible 
for WKY-TV to receive the first color 
cameras delivered to any independent 
station in America! This same foresight 
has been characteristic of every phase of 
WKY-TV's operation. That's why 
\VKY-TV is FIRST in black and white 
television* — as well as COLOR! 

•Pulse 29-Counly Audience Survey, 
Haaper Oklahoma City Audience 
Survey af January, 1954, and ARB, 
March, 1954. See your Kotz man. 



WKY « • • finSl Radio Station in Oklahoma 

WKY-TV Television Station in Oklahoma 

WKY-TV rinSl Station with Color TV in Oklahoma 

WKY-TV ^I^ST In Popularity in Oklahoma 



WKY-TV 



CHANNEL 4 

OKLAHOMA CITY 



Ownecf ani Operated by 

The Oklahoma Publishing Co. 

Tfie Daily Oklahaman-Oklahama Cily Times 

The Farmer-Stackman — WKY Radio 

Represented by The Kolz Agency, Inc. 



17 M AY 1954 
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They'll talk about this in Chicago 

Jii-l in cii-i' \(iu'it' ^tiick for tJiinfrs 
to t:ilk :il)oiil nt tlii> N \ \IT\1 en- 
lion in CliiiTifio licie are n few i(lea>. 
Tlie^c aic hot snl)jixt> I with a woid or 
two (111 oacli I that will he (liscii>M'(l in 
iir('('tin<i>. alonj; the corridor* of the 
I'alrnci llon-c and in countlc-^^ snioke- 
filicd looms. 

L L lij: a real [trohlem -ulijccl. with 
niaii) a s\ iii|ialli<'lic ear. TIhjsp who 
undersland the nlifcr- dilemma know 
that somelliinj: mii^l he done to help 
Inivers realize that uhf is not an in- 
ferior brand of tele\ i-ioii and llial a 
uhf outlet with proper |)rojrraniiii^ and 
-uiTic ieiK set eom ersion is a iiood ad- 
vertising \ ehi( le. I lifers will < oine to 
this c(in\ eiition to iirse lielp and iiii- 
derstandiii'r and (piick from the 



\.\|{'I'B. from the IXX, from the net- 
works antl from tiinebuv ers. 

2. Aeluoik sfwl (■(truer ronlruver- 
vi : This will he a ( liief ^nhject of con- 
\er*atioii. with thoughtfid liroadcast- 
evs dehaliiig methods whith will keep 
radio nets from encroaching; on na- 
tional sjjot while allowing; them to grow 
and |)rosper, M()>t alliliates will rec- 
ogiii/e that radio networks are in a 
paitic iilarK dilPn iilt period and need 
their help in sol\ ing the problem of 
(?\peiise \s. income. 

3. I'cderaled \ARTIi: Maii\ radio 
broadcasters want soinetliinj: e(|ui\a- 
leiit to a federated XAHTH. Tlie\ 
contend that too iiuich of top le\el 
tliiiiking and actKJii of the Association 
goes to l\ : radio consideralion is inin- 
inii/.ed. The new radio deparlmeiil of 
the \ AIM H hasn't \et coiuiiiced man) 
that it fills the bdl. There will be much 
talk of a strong radio setup within 
NARTU. 

4. Color Iv: How fast and how far 
will color tv ino\e in 1951 and 1955V 
Ihi? is an\bod\ s guess — and there 
will be jdentv of guessi's. Present at 
the Coiivenlioii will be exhibits and 
salesmen galore to give substance to 
the color conjei-turing. 

5. TJ^AB: Shall there be a lele\ ision 
ad\ertising bureau, as recently organ- 
ized, in addition to an industry-wide 
T\'AB preseiitlx being planned 1)\ an 
NAKTH committee? This is a hot sub- 
ject. 



Can radio and tv sell? 

Odd ciue-^tion. Imi I it, for circa 1954. 

Vet not ?o odd when \ou consider 
this a*pe( t of it : 

For two \cars researchers ha\e been 
t<'lliiig us during our All-Media E\-al- 
uatioii >tud\ that )ou can't isolate the 
inllnence (jf one medium on sales — un- 
U"-^ \ (lU u-e a new product in a fresh 
market and acKerlise in only one me- 
dium. F\ en then the results might be 
due to other factors, such as a com- 
petitor suddeiiK raiding his price. 

Ad\erlisers. too, when pinned to the 
mat, would admit the\ couldn't point 
to a spei-ific medium and gi\ e \ ou dob 
lar-relurii figures. 

^ et they and we — know that radio 
and l\ sell, soil -^o \xell in fact that to- 
da\ tbe\ account for \ irlually half the 
national ad\ertising bu.-iiiess. 

So to get around this seeming para- 
dox, ue went to 200 national advertis- 
ers and some 50 regional or local ones 
with one basic (|uestion: 

■■\\ hat do \ ou think of radio and 
tv?^' 

Supplemenlarx questions sought to 
establish why they felt this way, 
whether ihey had been able Vu prove 
radio and t\ made a difiference in sales, 
and finally, this block-buster in effect: 
■'How much are \ ou spending on ra- 
dio and tv thi.- \ ear against last?"' 

The answers are printed in detail in 
"Can radio and tv mo\e goods?' (ar- 
ticle 23 of Media Slud\ ). page 56. 



Applause 



Inside America's great agencies 

^ (lu expect the iinusiial from HIIDO. 
I liat'> one of the reasons thev 're on 
top in air billings. 

^(] we wcreii t -urpii>ed when we 
-ouiidcd out Hen l)ulT\ about the pos- 
>ibilit\ of doing our -eeoiid arti; le in 
iiiir "Inside \iiierica > (Ireat /\uencies'' 
-cries on IJHIX) to get iniiiiediate word 
back: ""We'd le delij-ditcd to wehunie 
one (if \()ur writers and pla( c at his 
disposal all axailable information 
about I5I51)()'- operation-, particularlv 
the radio and t\ held. 

>i) we -ent one of onr two -eiiior 
cdiliir-. \1 JalTe, down to 3<!3 Madi- 
-oii \\e. to -jieiid a week al 151(1)0. 
Ilere is a rough idea nf what he did: 



Talked at length with about two 
dozen people, including Du(T\ : watched 
a rehearsal of Cami^hcll Souiidsiage 
with Al Ward. radio-t\ exec on the ac- 
count, and a reiiearsal of N\loii com- 
mercials on Home: sat in on a tvpical 
r>|]l)() "brain-torm" scs-ioii (subject 
and client confidential); watched the 
screening of new >li(iws and new coin- 
iiiercials: watched three madcaps cre- 
ate a new animated coiniiiercial : 
looked at chart^ of orgaiiizalion : 
wrote a radio commercial (which Ra- 
dio and T\ C(ip\ C-hief \rt Bellaire 
said wa* pietlN goodl ; lunched with 
151)1)0 personnel: stojjped in at 
15l5l)0's te<t kitchen, and generalK 
soaked up the 15HI)0 atmo^phere. 

As DnflN bad prumi-cd. doors were 



open to Ah ICver\ body was friendly 
— from top 1(1 bottom. (See Al s story 
page 46. 1 

si'O.NSdK expresses its deepest appre- 
ciation to 15151)0 and Ben DufTy. to 
other agencies which ha\e expressed 
their willingness to open their doors 
to us. and to Jack Cuuningliam and 
Cuiiniiighaiii Walsh, whose own ad- 
\ertising inspired this agency series 
and whom we ha\e already visited. 

Tliese ageiicie- are not only gi\ ing 
our reporter.- a \aluable insight into 
agenc) work, which will result in bet- 
ter stories in the future, but the\ are 
also helping to break down that iron 
wall of secie( \ that used to surround 
most ad\erlisiiig operations, pre\ent- 
ing the interchange of new ideas. 
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40 East 49th Street, New York 17, N. Y. 




IN DAYTIME PERIODS 



l€EX dominates mornings (7 a.m. -12 noon) WITH LEAD IN 16 OF 20 QUARTER HOURS 
B l€EX tops in total daytime (7 a.m. -6 p.m.) WITH LEAD IN 23 OF 44 QUARTER HOURS 
9 ICEX has 10 of the top 12 daytime programs 



^ I 9-counf/ Portland Area Pulse — inc/uding'4-counf/ Metropolitan Portland. Jan Feb 1954 




Only KEX reaches the BIG PORTIAIill market 



See Free & Peters i>r KEX Sales for details 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

KDKA • WBZ • WBZA • KYW « WOWO • KEX • WPTZ • WBZ-TV 



KEX 



PORTLAN D 

Oregon's (^^50,000 Watt Station 




...and give this 
girl a big hand! 

Scandia Sales, Jan. 1954, 
Up 68% over Jan. 1953 



i 




In Washington, D.C it's 



Hazel Markel, a long-time star on WWDC, rings 
the bell again. Last year we were proud that 
Scandia Cosmetics did more than $5,000 worth of 
business in the one month of January, using only 
the "Hazel Markel Show" with only one outlet— ^ 
Julius Garfinckel & Company. 

This year, using Hazel again, Scandia sales hit 
$8,448 a 68% increase. 

Says Jackson Lee O'Leary, President of Scandia 
Cosmetic Corporation: 

"Our account has been continuously supported by 
Hazel Markel . . . our sales have grown month by 
month and far beyond any volume either we or 
Julius Garfinckel & Company could have hoped 
for. Whoever says there is a general let down in 
business evidently has not had the benefit of the 
sales force of Radio Station WWDC." 

WWDC can help youi* sales in the Washington 
market, too. Let your John Blair man give you 
the whole story. 




REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 



